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Editor’s comment

If you are interested in setting up an
account with Rugs with Flair, or would like
a tour of the impressive showroom, contact
the sales department on 0161 320 2530.

Andrew Kidd
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POTENTIAL NIGHTMARE
If you, as an upholstery retailer, haven’t had a telephone
call, letter or visit from your local trading standards
department in the past week or so, expect one any
day soon.
Obviously the 14 retailers, headed by Argos, Walmsleys
and Land of Leather, which sold the two sofas at the
centre of the Dimethylfumarate (DMF) court case (see
page 6) would have expected having to recall the
upholstery and should have plans to implement this
already in place.
Baring the objections from LoL’s insurer, the others are
likely to be have their costs of the recall – including refunds
or replacements – covered by insurance for those claims
relating to the court case. The larger issue is how Trading
Standards departments across the country view what the
recall should include.

Subscriptions: T: 01732 766 344
E: subscriptions@interiorsmonthly.co.uk

The Department for Business, Enterprise and
Regulatory Reform has confirmed that the directive sent
to local authorities applies to all upholstery that contains
DMF – not just the two specific sofas sold by Linkwise
and Eurosofa. This will be a major challenge to the
retailers to tell everyone who bought one of the sofas
what they should do with it (one estimate is that about
200,000 sofas are affected, even if a far smaller number
of people have had a reaction to the chemical). The
Government has made it clear it wants all products with
DMF removed from people's homes. But, if Trading
Standards officials take a hard line about this it could be
a potential nightmare. Will chains have to prove that
only specific batches of Linkwise and Eurosofa products
contain DMF or will a belt and braces approach be taken
where retailers have to prove that DMF isn’t present?
Given the likelihood that other manufacturers will have
used DMF will the recall be extended to other
manufacturers, and of course retailers? And in both
scenarios, how far back will the recall apply?
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124 Pembury Road Tonbridge Kent TN9 2JJ
T: 01732 367757 F: 01732 352063
E: enquiries@interiorsmonthly.co.uk

Hopefully common sense will apply, otherwise it could
spiral into something that impacts on all furniture retailers.
Just think what that will do to everyone’s reputation –
even if you are entirely innocent in it all.
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what backs it up that counts
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With retailers shedding
staff there will certainly
be many “consultants
& experts” tapping on
your door. Beware!
When hiring a sales promotion
firm, consider the following
comments:

Contents
News
6

Retailers face upholstery recall

7

Steinhoff grows market share

8

LoL trio to return next month

Features

“Your consultants have integrated well into our
business, exhibiting flair, determination and a
great work ethic in accomplishing the business
objectives we required.”

10

Furniture123: online leader

16

Stepevi: bespoke for the masses

24

Carpet: halls, stairs and landings

Colin Porter, Commercial Director
House of Fraser
10th February 2009

28

Upholstery: fabric gains ground

34

Software: efficiency gains

35

Best of British supplement:
reasons to celebrate home
grown success

51

Rugs supplement: trends,
profiles and the latest products

63

Bedrooms supplement

72

Accessories: new to market

79

Proposte: preview

“It is fair to say that, in 30 years of retailing,
I have never come across anyone quite like
Daren. He combined an attention to very small
detail with a broad overview of the whole picture - a very rare talent.”
Nigel Rossiter, Executive Chairman
Rossiters of Paignton
3rd February 2009
“Roy was not only utterly professional but a
brilliant motivator of staff without hectoring and
always tactful. Where do you find these
people?”
John Randall, Director
Randalls of Uxbridge Limited
31st January 2009
Call today for an outline of our copyrighted SALE
PLANS. Find out how a Lynch Sale can help your
business weather the current storm and prepare
for the future.
UNCOMPROMISING

I N T E G R I T Y.

U NPA R A L L E L E D

3

Comment

5

Contents

20

New products

78

Business

80

Entertainment

82

Final polish

R E S U LT S .

LYNCH
Saless Company

Regulars

®

E s tab lis h e d 1 91 4

Next issue
Laminate and wood supplement
The ISalone review
How service is being improved

CONTACT GARETH PRICE
1 STANLEY ROAD, EMSWORTH, HAMPSHIRE PO10 7BD
TEL: (0) 1243 378369
WWW.LYNCHSALES.CO.UK
Serving the United States, Canada, and the United Kingdom
Copyright 2009 Lynch Brothers Licensing Corporation

www.interiorsmonthly.co.uk

5

6news_IMapr.qxt

27/3/09

19:35

Page 6

News

Retailers face massive bill as DMF
sofa recall is ordered by government
Retailers face the prospect of
recalling tens of thousands of
sofas after the government
ordered the recall of all
products containing Dimethyl
fumarate (DMF). The chemical
has been used to prevent
mould developing in
upholstery when it is
manufactured in warm
climates like the Far East and
then shipped to the UK.
Use of DMF has caused
some shoppers to suffer
blistering and bleeding of the
skin. Some people have also
suffered chest and eye
complaints after sitting on the
treated sofas.
DMF powder evaporates
when warmed, for example by
central heating, and seeps
through the leather and on to
anyone sitting on it. The
chemical has been outlawed
by the EU from 1 May.
Almost 2,000 consumers are
seeking compensation from

Consumers are seeking compensation from Argos and other retailers

14 retailers, including Argos,
Walmsleys and Land of
Leather after they bought Pia
and Bari upholstery made by
Linkwise and Eurosofa.
The retailers have admitted
liability and compensation
was due to be set by the High
Court as Interiors Monthly
went to press. The total
compensation bill is expected
to top £10m, but Zurich
says it will not cover the
cases of 310 LoL customers

involving Linkwise sofas.
Although the court case
only covers the two
manufacturers, the
government has told local
authorities that products
containing DMF must be
recalled and withdrawn.
The Department for
Business, Enterprise and
Regulatory Reform has
confirmed that the directive
applies to all upholstery that
contains DMF, including all

More job losses expected
Ryalux parent Airea has
warned that further job losses
are expected this year after a
dramatic drop in carpet sales.
Like-for-like sales this year
are down 23%, with the fall
larger at Ryalux than contract
firm Burmatex. This follows a
9% drop in sales to £23m in
the second half of 2008,
resulting in an operating loss
of £9m.
‘There has been a significant
reduction in headcount since
the start of the financial year
and numbers are expected to
fall further as the year
progresses,’ says Neil Rylance,

6

Airea chief executive.
‘Our cost reduction
programme has resulted in a
much leaner manufacturing
operation, particularly in the
residential sector. In recent
months, we have started to
see the benefits of a
streamlined manufacturing
footprint and this enables us
to look forward with cautious
optimism despite uncertainties
in the market place.
‘We have been encouraged
by the sales growth from new
products and have therefore
accelerated our new product
development plans,’ he says.

Interiors Monthly April 2009

Rylance says he expects the
commercial market to hold up
reasonably well and the
residential market to start to
flatten out. ‘
‘Our major priority has been
to stabilise the residential
carpets business and then
return it to profitability. We are
encouraged by the positive
effects of our cost reduction
programme and by consumer
reaction to our new product
launches and as a result of
these major changes we
believe that this return to
profitability can be achieved in
the near future,’ he says.

models previously sold.
If other manufacturers used
DMF, retailers will have to
recall tens of thousands of
sofas and refund customers or
provide them with alternative
upholstery.
How local authorities will
enforce the recall is unclear as
there is no obvious way of
telling if the sofa contains
DMF and some people have
not suffered any reaction to
the affected Pia and Bari sofas.
If suppliers cannot provide
evidence that they have not
used DMF, Trading Standards
officials may decide to take a
safety first approach and
demand widespread recalls.
‘Any goods containing DMF
will be banned and we will be
working closely with Trading
Standards to ensure its swift
implementation to fully
protect consumers from this
substance,’ says Gareth
Thomas, consumer minister.

Sigma takes
on Allied
Allied Carpets, the country’s
second largest carpet chain,
has been sold by its French
parent Tapis Saint-Maclou to
investment fund Sigma
Capital Investments for an
undisclosed sum.
Allied has not made a profit
for several years. The deal saw
Sigma, backed by wealthy US
individuals, pay Allied’s £8m
quarterly rent bill.
Matthew McEachran, Singer
Capital Markets analyst says
he does not expect Allied to
challenge Carpetright as
market leader.
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News
Greendale and Victoria
distribution deal continues
Buying group Greendale has
renewed its distribution
contract with Victoria Carpets
on Hereford cut length ranges
to members.
The contract, which was
due to finish in October, will
run for a further six years.
‘The competition for this
contract was incredibly
competitive,’ says Rob
Harding, Greendale chief
executive, ‘but I am pleased to
be continuing our relationship

with Victoria – it has done an
excellent job for us and our
members over the past four
years and we were very
happy to renew the
arrangement.’
Shaun Lewis, Victoria sales
and marketing director says:
‘We are extremely pleased to
have retained Greendale’s
distribution contract and will
strive to maintain the high
standards and service levels
that we had previously set.’

Kahrs

Preston takes over Haskins

Shopping list: Wood flooring has been added to the basket of products
used to measure inflation. National Statistics says its addition reflects the
increased sales of smooth floors. Wood joins rugs, laminate and carpet in
the floorcoverings selection monitored by the statisticians.

Garry Preston, Haskins
Furniture md has completed
an MBO of the company from
its founders.
The deal follows a £3m
development of the Haskins
Retail Centre in Shepton
Mallet, Somerset. This is,
where Haskins Furniture
will be based in a showroom

Steinhoff increases its
market share in the UK
Increased advertising and
promotions helped Steinhoff’s
UK retail chains maintain
sales in the second half of
last year, but its bed
manufacturing firms suffered
from lower sales.
Its chains, including
Harveys, Bensons for Beds,
Sleepmaster, Bed Shed and
Cargo, ‘had mixed results
but, overall, revenue and
profits were consistent with
those of the prior period.
Notwithstanding a contraction
of the market’s absolute size,
the group is gaining market

share and positioning itself as
one of the few leading
furniture and household
goods players remaining in
the UK,’ says a statement.
It says awareness of the
Harveys brand has again
grown substantially as a result
of related promotional
campaigns and sponsorship
and the management is
positive about the benefits to
be derived from this.
A focus on growing intercompany trade meant the
retail group further increased
orders from the UK

covering 20,000sqft.
The Haskins Group will
continue to run the Retail
Centre, an outlet which
also houses other retailers.
These include Hammonds
and supermarket chain
Aldi, together with a
number of other business
interests.

Sampling
merger

manufacturing operations.
‘However,’ it says ‘the
furniture manufacturing
division’s results were
adversely impacted by the
distress experienced by its
external customers that
resulted in a decrease in
external revenue compared to
that of last year.’
Intra-group sales remained a
top-priority, in the context of
the current market and will
grow further in the second
half it says. UK sales fell by
1.8% to £277.1m, 15% of the
group’s turnover.

Carpet sampling firms
Multishades and Meritmill
are to merge.
The combined firm,
called Creative Sampling
Solutions, will lead to the
creation of up to 20 jobs.
The firms, located in
Shipley and Batley, West
Yorkshire respectively, are
manufacturers of swatches
and presentation materials
specialising in the textile
and carpet industries.
Multishades was
founded in 1964 and
Meritmill 14 years later.

www.interiorsmonthly.co.uk
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LoL trio return with the
launch of World of Sofas
Paul Briant, Land of Leather
co-founder is returning to the
sector next month with the
launch of World of Sofas after
administrators for LoL rejected
his offer of 40p in the pound
to buy it. His move comes as
the remaining LoL stores are
expected to close.
Briant, Steve Dowdall,
former LoL buying director
and Peter Ling, former LoL
marketing director, plan to
open WoS branches in former
MFI and LoL sites in the
South-East of England. They
hope to have 20 open by the
end of August, with a target
of 60 in five years. Briant
expects first year sales of
£40m.
He says the collapse of MFI

New venture for Paul Briant

and lower store rents has
created a huge opportunity.
‘For the first time ever there is
a chance for retailers to
negotiate on rents. There are
a lot of empty stores around

Jobs to go at Interfloor
Underlay manufacturer
Interfloor is to make more
than 50 staff redundant at its
two factories.
Some 29 jobs will go at its
Dumfries plant and 25 at
Haslingden, Lancashire.
Consultations are under way
with staff and unions.
Gary McEwan, human
resources director says: ‘The
continued downturn in the
housing market as well as

lower consumer spending has
had a significant impact on
the floorcoverings market.
‘The decision has not been
taken lightly and has been
made to protect the future of
our business in these
challenging times. We will
endeavour to minimise the
impact on individuals through
a number of mechanisms,
including calling for voluntary
redundancies.’

Natuzzi returns to the helm
Pasquale Natuzzi, founder of
the eponymous upholstery
manufacturer has become
chief executive once again
after the resignation of Aldo
Uva. Uva is the second chief
executive to leave after less
than a year in the job.

8

Natuzzi, who founded the
group in 1959 and is the
majority shareholder, gave up
the role in 2007 but returned
when Ernesto Greco left. Uva
then took on the job last
summer. He says he left for
‘exclusively personal reasons.’

Interiors Monthly April 2009

the country at the moment. It
is an opportunity that has
never been here before.’
Meanwhile, the future of
LoL’s remaining stores looks
bleak after a spokesman
for administrator Deloitte
said they would close,
although the firm has yet to
confirm this.
‘We made strenuous efforts
to find a buyer but clearly it’s
a very difficult time to do that.
It hasn’t been possible to find
a buyer and we are closing
down all of the stores,’ the
spokesman was reported to
have told the Bristol Post.
The Bristol branch is holding
a closing down sale but was
not among the original 33
stores to be closed.

Topps Tiles
warns of
sales drop
Wood flooring and tile retailer
Topps Tiles says its expects
like-for-like sales to have fallen
by 18% in the six months to
28 March.
‘At the AGM we reported
that total revenues for the first
13 weeks of the financial year
had decreased by 13.1% with
like for like revenues reduced
by 18.1%. As anticipated the
sales performance has
continued broadly in line with
that trend,’ says a statement.
Sales of about £92m are
expected, compared with
£106.3m a year earlier. ‘We
are trading from 340 stores,
and we intend to pursue a
more limited store opening
programme for the remainder
of the financial year.’

New owner to take
Smallbone global
Top-end kitchen chain
Smallbone has been bought
from administration by Leo
Caplan, the owner of bespoke
furniture manufacturer
Brookmans.
Smallbone had warned that
the £5.9m cash injection
that it received in February
would not be enough to
keep it going after a drop in
orders (Interiors Monthly,
March).
Caplan says: ‘I just love the
fact that it’s a beautiful, handmade product made in Britain
and sold at a fair price. We
want to grow the business,
not contract it.’
‘We have the potential to
become the leading specialist
furniture brand in the world,

creating bespoke furniture
suitable for every area of
today’s lifestyle, extending our
reach way beyond the
kitchen.’
Caplan also bought
Smallbone’s Mark Wilkinson
Furniture and Smallbone of
Devizes subsidiaries.
He said he would honour
Smallbone’s order book,
securing deposits of £7m,
and that he would merge
back-office functions of the
Mark Wilkinson and
Smallbone of Devizes
businesses.
Mark Wilkinson will remain
with the company as a
designer, and his wife,
Cynthia, will stay on as a
consultant.
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Are you ready?

Flexiload Ltd. 36-38 Leicester Road, Lutterworth, Leicestershire L E17 4NG. Tel: 01455 557222. E -mail: sales@flexil oad.com
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Furniture profile

FURNITURE123
LEADER OF THE PACK
Since its foundation 10 years ago, online
furniture retailing has changed dramatically

A decade ago many in the furniture
industry thought Julian Field was mad.
Trying to sell furniture to consumers
through a website? It’ll never work
proclaimed the doubters. While it seems
perfectly normal now, back then dial-up
was how you connected and Google
didn’t exist.
Ten years later and Furniture123 is still
in business, and is the largest online
furniture retailer in the country.
‘The landscape has changed beyond
recognition. Online furniture retail has
gone from being an experiment in the
impossible to a widely accepted reality.
However, the initial perception that it
would only ever be a small sector of the
market was not wide of the mark. The
hype that has been generated around
this niche has not been borne out by
reality and online furniture retailers are
now discovering the pressures of being in
an over-crowded market,’ he says.
Field thinks that if a standalone online
furniture retailer has not launched already
it has little prospect of succeeding, and
predicts that in the next few years the
number of online retailers will fall from
thousands to single figures.
‘During the course of 2008 we were
offered numerous distressed online
furniture businesses for sale. In every case
their financial numbers did not come
close to making any sense. There is little
doubt in my mind that over the long
term online shopping for furniture will
continue to grow in popularity in the UK,
and in that sense at least I am optimistic
for the future of this market. However,
there will be far fewer online retailers
then than there are today.
‘Size is important in online retailing as
it determines your ability to attract
customers to your website cost-effectively
and fulfil orders efficiently. I believe
that anyone with online sales of less

10
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Jeno bed in walnut

Cascais large extending dining set
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Job Express two-seater office set in grey

than about £5m today stands little
chance of surviving. In five years’ time I
predict that there will be fewer than 10
online furniture retailers of any
consequence in the UK.’
Field says oft-repeated claims that
online retailers have an unfair cost
advantage over high street stores is a
myth. ‘A website is a piece of software in
a small box in a darkened room. The
website only becomes relevant if people
visit it and achieving this is a huge part of
the cost of running an online business.
Marketing costs can run to 10% to 15%
of sales making them comparable, if not
greater, than the rents paid by brick and
mortar retailers.
‘A significant cost of online retailing is
the cost of delivering orders nationwide
which is approximately double the cost of
making local deliveries.
‘Another material cost of running an
online retail business is staffing a call
centre and providing a nationwide
aftersales service. If these elements are in
place it is possible to provide customers
with great service, but of course it comes
at a price.
‘In our experience, if you do not charge
prices that are comparable to those of
brick and mortar retailers you are unlikely
to be profitable. This is a lesson that
some newer online retailers are still
learning,’ he maintains.
One advantage the company does
have over its online rivals is it history,

12
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‘Online furniture
retail has gone from
being an
experiment in the
impossible to a
widely accepted
reality’
Julian Field

ensuring it gets consistently high search
engine rankings. Field says this is priceless
and impossible to replicate. Online
marketing is becoming increasingly
expensive as companies who would have
used TV or the national Press switch
advertising budgets online along with the
sheer number of interiors online retailers.
Because of this it is experimenting with
alternative marketing ideas.
Despite the growth of Internet use and
the number of online retailers, Field
estimates that online sales account for
4% to 5% of the market, and will peak at
about 10% by 2014. And he insists that
being online is no magic solution to the
recession.
‘The online furniture retail sector is
being hit by the double effect of the

Sixer bedroom set in white and black
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Furniture profile
‘If you do not
charge prices that
are comparable to
those of brick and
mortar retailers you
are unlikely to be
profitable’

Waverley 3+2 suite in brown

recession and excessive competition. My
perception is that it is experiencing a fall
in demand similar to that in the
traditional retail sector,’ he says.
‘Online furniture retailers that have
been trading for over five years will have
seen the effects of the current slowdown
in their sales figures. Retailers who began
trading online a year or two ago may still
be seeing some year-on-year growth
from a low base.’
In selling nationally and relying in third
parties for deliveries, getting the ordered
product to the consumer can sometimes
produce unexpected complications. Field
recalls how one customer complained
that despite many attempts to complete
the delivery, he hadn’t received his order.

The original Lloyd Loom Burghley leather

Cervino bed with bedside cabinet
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‘It transpired that he was cabin crew
for an airline and his rota demanded that
he be out of the country from Monday
through Wednesday each week – these
were the only days our carrier delivered
to his postcode area. Once we
understood the problem we were able to
reassign his goods to an alternative
carrier. Working with national carriers
brings with it certain constraints.’
So after a decade selling online –
during which it has survived initial
reluctance from suppliers, the dotcom
bubble bursting in 2000 ending the
possibility of raising further capital, and a
market that has changed from a handful
of online rivals to thousands, what is the
most important thing Field has learned?
‘Despite all the hype around the
technology it is people that matter most:
staff, suppliers and customers.’
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WIN MARKET SHARE
“Sales are already over one third of
annual takings after only two
weekends!
Very pleased and now looking forward
to a strong final week.”
Tim Rathbone, Managing Director, 23rd March 2009
Sturtons and Tappers, Salisbury.

DON’T HIRE A MARKETING FIRM UNTIL
YOU HAVE SPOKEN TO GREENWOOD…
Greenwood Retail’s professionally planned sales events continue to produce record breaking results for Britain’s
top retailers all over the British Isles - even in the current downturn.
The benefits of holding a ‘Greenwood Sale’ are many. First, your sales event will be a hugely profitable financial
success in itself. Plus, you’ll generate instant cash flow and clear out any excess or redundant stock.
And, the longer term benefits include increased market share and an enhanced reputation due to the positive
publicity created by the event. Also, staff morale is enhanced by the increased activity – the team love to see the
business doing so well.
If you would like to find out more about Greenwood Sales, why not take look at our online brochure at
www.greenwoodretail.com or call Bernard Eaton or Perry Montgomery now on 01625 521010 or send an e mail
enquiry and we’ll be glad to explain the possibilities and options we can offer you, without obligation.
Why not call today? Now booking promotions for mid to late 2009.

GREENWOOD RETAIL LTD
Britain’s Leading Experts in Retail Sales Promotion
1 Wilmslow House, Grove Way, Wilmslow, Cheshire, SK9 5AG
sales@greenwoodretail.com
www.greenwoodretail.com
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Flooring profile

STEPVI
BESPOKE FOR THE MASSES
The rug retailer and producer is determined
to become a global contemporary rug brand

Select is made from 100% New Zealand wool
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Flooring profile

Touch Me Design

To say that Stepevi’s flagship store on
London’s King’s Road is beautifully laid
out is a bit like saying Sir Alex Ferguson
knows a little about football. The three
floors of the 3,500sqft store highlight the
contemporary rug retailer and producer’s
designs to the maximum and serves as a
template on how to get it right.
But the attractiveness of the displays
has little impact on what designs its
customers actually buy. As Maurizio
Contini, Stepevi manager says, 97% of
business is bespoke. ‘Customers can
design their own rug at the same price as
the retail ones. Because of this if the
standard rug is 5cm shorter than what
they want, they opt for bespoke.
‘Our production is our advantage, we
can produce anything for anyone.
Customisation is normally associated with
expense but we have fixed prices by the
sqm, regardless of the number of colours.
That way they know we are not ripping
them off. As we control all aspects of the
production we can do this,’ he stresses.
Retail prices range from £170per sqm
to £900per sqm and the rugs are

delivered in four weeks
after being made at its
Isparta manufacturing
base in southern Turkey.
When the store
opened in December
2005, the plan was that
it would be followed by
several more. ‘But we
found that the tradition
of having a rug is less in
the UK than elsewhere,
so we rapidly adjusted
the business model to
mass customisation,’
he explains.
This month will see
those expansion plans
finally fulfilled when it
opens the first of nine
concessions within
House of Fraser
branches. Oxford Street,
London, Manchester and
Birmingham will be the
first, followed by
Glasgow, Belfast and

Rugs are delivered in four weeks

Retail prices range up to £900 per sqm

www.interiorsmonthly.co.uk
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Flooring profile

Customers are emotionally involved with their design

Dublin. Its displays in Harrods will also
receive a revamp this month, including
introducing more 2m x 3m rugs, the
most popular size. Contini says the HoF
concessions will allow it to give better
local support to customers.
Given that the majority take two to
three months to decide on the final
design of their rug, support is a big thing
for Stepevi, with the lower basement
design studio the centre of activity.
‘Invariably people don’t know what
they want when they come in. Even the
interior designers don’t know what to do
with flooring. So we’ll give them samples
and drawings and advise them. Most
people want something different but are
scared and overwhelmed by the choice,
so you have to help them. The end
design is always different from what they
expected at the beginning,’ Contini says.
Rather than increase prices to
compensate for the weakness of sterling,
the company held its prices. ‘We resisted
the easy option. Now trading is better
but we’ve taken a hit on the profits,’
Contini says. ‘Every time I say we are
doing OK, well I think I’ll jinx it, but

18
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‘If you don’t
have a rug,
your house is
naked’
March was back to normal levels of trade.
Consumer confidence is building up
again. The top end will always have a
core customer base.’
Textured rugs are most popular as they
are what people identify the company
with. Select Extra, a very dense collection,
is selling well. About 70% of sales come
from five colours – neutrals like off-white
– and purple is strong this season. Brown
sells everywhere in the world, apart from
the UK. But, as Contini says: ‘If you don’t
have a rug, your house is naked.’
Stepevi’s customer base is diverse, from
the young couple, to those for whom
money is no object and want the whole
house in silk. ‘It’s interesting to see the
differences in taste. But they all have an
emotional involvement in the product –

Select Viscose

they know what it will say about them.
The emotional involvement is often
overlooked in retailing.’
Contini tells the story of a newly
married couple who waited for a year
until the sale so they could order the rug
they wanted. ‘It makes you feel proud
that they wanted the Stepevi brand so
much they waited that long.’
And it is the development of Stepevi
as a brand that is at the heart of
developments.
‘When we opened there was no
consumer branding in the contemporary
rug market. We are developing a brand.
The parent company [Step] has given us
lots of freedom to develop this.’
Set up by the Sengor family in 1919,
Step is the largest retailer of fashion rugs
in Turkey, with almost 50 stores. It
launched Stepevi in 1997.
‘Marketing of rugs in the UK was
always about quality and the number of
knots. We don’t, we are a fashion
company so we will use words like
sensuous. We are the only global rug
brand. We want to be the Armani or
Gucci of the flooring sector.’
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New products
1 Delivering Hyder Living’s
renowned balance between
style, quality and value,
Cambridge has an antique
brass finish and features a high
head and foot end to highlight
its traditional feel. With a high
base, this is enhanced further
while the sprung slat base
provides optimal comfort and
support. Tel: 01484 531 000.
2 Taking the growing trend for
patterned carpets and turning
it into a subtle or powerful, yet
refined, small check, Karastan of
The Mohawk Group introduces
Cherbourg Check. Available in
nine variations, each colourway
within Cherbourg Check
employs four colours, ranging
from subtle beiges and light
browns to striking red and
green combinations.
Tel: 01480 479 830.

proud from a silky woven
backdrop. Tel: 01274 688 448.

1

4 The Devon collection from
Kettle Interiors captures two
trends in one range, featuring
white American oak tops with
ash bases in a hand-applied
whitewash painted finish. The
collection gives retailers the
opportunity to offer something
different. Tel: 0845 6781 155.
5 For those who want
something different, CPW
Furniture offers its pine range
in an unfinished state, allowing
total flexibility for the final
look. With its finishing facility,
CPW can also finish items
with paint supplied direct from
the retailer or their customer
to create individualism.
Tel: 01797 225 014.

2

3 Embracing fabrics for
upholstery, drapes and
accessories, Prestigious Textiles’
New York comprises six textured
weaves with velvet and metallic
detailing. Colourways use
shades of Aubergine, Azure,
Greengage, Taupe, Oyster,
Charcoal and Rosebud.
Stardom, features bi-tonal
velvet flowerheads standing

3
5

4
20
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New products

6
7
8

10

Many Spanish companies will use iSalone later this month in
Milan as a launchpad for their products.

9

6 Uno Design will unveil several products including the
Composite sofa by El Ultimo Grito; EIX table lamp by
JM Ferrero made from laser-cut metal and tubular PVC, and
the Lamburguesa chair by Estudio Mariscal, made in a solid
beech or oak frame and upholstered plywood. Visit
www.uno-design.com.
7 Lighting manufacturer Almerich will be launching products
by Luis Eslava with whom it started collaborating last year.
Boomerang and Tria lights were originally debuted last year in
white and will now be presented in red. Almerich will also
present four other new lights by Eslava: BIY, Flexo Caps
(pictured), Lets and Magnificent. Visit www.almerich.com.
8 B LUX will present Frame, an outdoor light collection
designed by Mario Ruiz. The Frame is a rectangular light
made from injected aluminium and a pressed glass diffuser
with a fluorescent light. Visit www.grupoblux.com.
9 Lighting manufacturer LZF is presenting two new wood
veneer products, the Agatha lamp and the Apalo room
divider (pictured), both designed by Luis Eslava.
Visit www.lzf-lamps.com.
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10 Vondom, an indoor and outdoor products manufacturer, is
showing a flowerpot, Isla, and a bench created by Valencian
designer JM Ferrero. The ‘Island’ can be fitted with integrated
energy saving lamps to make into a lighting statue. The new
collection is rotation moulded and available in shiny
metallic lacquered finish. Visit www.vondom.com.
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New products

12

11

13

15

14

11 The Plantation Rug Company is the only UK rug distributor
to offer a free 48-hour delivery service to stockists regardless
of the size of the order. This is due to improvements in its
transportation system and applies to deliveries to any UK
mainland destination. Tel: 0161 430 8700.
12 Limelight’s Pandora bedroom range is made from American
oak for a classic look and complements a number of Limelight
beds including the Cordelia, Dione and Phoebe. The collection
includes a bedside table, four-drawer chest, two-door
wardrobe and mirror, and is made using a combination of

solid American oak and MDF. Tel: 01455 850 150.
13 Some 2,000sqm of Polyflor’s Polysafe Mosaic decorative
low maintenance sheet vinyl flooring was used in a new
kindergarten recently opened at Bury Grammar School. To
provide underfoot safety, Mosaic was specified in a tonal Grey
Fusion colourway and installed in classrooms, staff rooms,
kitchenettes and washrooms. Tel: 0161 767 1111.
14 Isabel is one of the bedroom collections launched by
Winsor Furniture at Interiors Birmingham. The designs are
crafted in solid hardwood and hand-finished in aged Soft
White. Subtle hand-carving on the beautifully shaped frames
creates a soft romantic look. Other collections include Olivia in
a rich brown mahogany finish and Sophia in silver metal leaf.
Tel: 01925 291511 or email sales@winsor.co.uk.
15 Billards Bréton’s Special Edition Manhattan is contemporary
billiard table that can also be used as an office desk or a
dining table. It has a brushed stainless steel structure and
base. The cushion frame and bed are made from wenge
with a wide range of finishes. Sold in different game modes
(pool, snooker, carrom), it comes in four different sizes.
Tel: 00 33 1 3975 9515.

www.interiorsmonthly.co.uk
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Carpet

UPS AND DOWNS
HALLS, STAIRS AND LANDINGS
Stripes are continuing to grow in
popularity – mixed with neutrals

While the average carpet colour palette
has become more interesting in the past
few months, the hall, stairs and landings
market has been leading the way in more
exciting carpeting.
But are shoppers still seduced by
stripes or do they opt for something safer
that they won’t change for a few years?
Alan Kidman, director of Manor
Carpets, Chepstow, Monmouthshire,
says: ‘Consumers are curious about
stripes on stairs but usually common
sense prevails and they opt for something
more neutral that won’t date, as stripes
surely will. The other problem is that
stripes won’t work on staircases in many
modern houses with winders in the stair
run. Unfortunately, most computer
generated imagery used by stripe
manufacturers hides the matching
problem.’
Kidman says 80/10/10 berber and
heather twists are still leading sales on
hall, stairs and landings ‘and everywhere
else for that matter – but it’s still
variations of beige, green, brown and
duck egg blue. Cormar Berwick sells like
nuts – an excellent product at a very
good price point. The £20 per sqm to
£30 per sqm market is still strong but the
cheaper end is very weak.’
He says British manufacturers are
reaping the benefits of a weak pound,
with imported products looking
expensive. ‘That’s good news as far as
I’m concerned, let’s support British made.’
One thing not selling for halls, stairs or
landings in Chepstow is anything
patterned. ‘Patterned carpets are still on
life support, any initial interest soon dies
when we start talking prices. It still has a
granny image, even among our core
customer base of 40 to 70 year-olds. I
hope the axminster manufacturers can
survive with their contract and export
markets, I fear it will never make much of
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Roger Oates’ Renn Pewter

a comeback in the domestic market.’
Anne Ball, director of Anne Ball
Flooring and Interiors, Welwyn Garden
City, Hertfordshire, says stripes for the
stairs with a matching plain for the hall
and landing are ‘still very much in vogue,
but neutral weaves and cut pile plain and
heather colours are my bestsellers’.
Neil Barker, director of Barkers

Furniture, Sheffield, reckons it’s a choice
of candy stripe or plains. ‘I think if you go
for candy stripe you are more likely to put
a plain carpet in other rooms or you
might need a pair of specially adapted
glasses, but stripes are starting to get
very popular.’
Customers are opting for more practical
shades. ‘Very pale is starting to be
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Tomkinson Twist range
80% Wool 20% Polypropylene
16 natural colours
4 qualities - Regular, Supreme, Deluxe and Ultimate
2 widths - 4 and 5 metres

Sales Tel: 01827 831 450
Fax: 01827 831 451
Email: sales@mrtomkinson.co.uk
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Carpet
replaced by a more minky colour, as
customers are now starting to replace the
plain ivory they bought a few years ago
and have realised that it looked great for
a while but wasn’t very practical.’
For Kidman another factor deterring
customers from abandoning plains or
heathers is the desire to have the same
carpet throughout the house.
‘We find that consumers carpeting an
entire houseful usually have the same
carpet throughout, particularly when roll
discounts are mentioned. Consumers like
to buy British wool when the benefits are
explained to them so we promote British
wool heavily. Rising synthetic prices make
wool easy to sell.
‘Confidence is the key in these
economic times. Customers think you are
desperate for business and if you can’t
convince them otherwise, they will try to
screw the price down and down. Tell
them business is pretty good and it levels
the playing field. Demonstrate that you
are competitive without having to give
50% off and an extra 20% off and they’re
yours. Most of them don’t believe that
rubbish anyway. Customers rarely ask me

for a discount and more important, rarely
get one. Margin is everything.’
Barker is also upbeat. ‘There is always
money somewhere and there will be
people spending more. We seem to have
had a good time over the last month
when others haven’t.’
Roger Oates, md of the eponymous
rug and runner company says: ‘Following
the trend for hard floors people are
realising that a soft floor can be an
undeniable luxury. A stair runner offers
the best of both worlds creating instant
style and colour, adding warmth and
softening noise.
‘Stripes continue to be favourites
whether they be fine classic lines or
broad and bold for a touch of drama.
Customers are going for a more unified
look with a bordered runner on the stairs
with the body of the runner as a fully
fitted carpet on landings.’
Red remains the most popular shade,
while greys and blacks are taking the lead
in the neutral palette. ‘At the top end
customers are wanting something a little
more exclusive and are taking advantage
of our bespoke service,’ he says.

Old stairs, new look

Consumers can learn more online

Retailers can offer shoppers the ability to give old stairs a
facelift without harming carpet sales.
The Stair Make-Over DIY staircase refurbishment system
transforms tired and worn out staircases. Available in 1m and
1.4m widths in packs of two treads and risers, several finishes
are available: maple, beech, cherry, oak and wenge with risers
in wood, off-white or brushed aluminium.
Ronnie Houben, UK sales manager says the system can
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Cormar’s Berwick: ‘selling like nuts’

help drive footfall to
for retailers. ‘With
stairmakeover.com,
consumers can
understand the
benefits of the system,
such as its anti-slip
finish and ease of
cleaning, and are also
given a precise
estimate of how much
product they require
through a few simple
measurements. Armed
with this printout and
their nearest stockist,
home-owners will be
A choice of finishes are available heading to stores in
no time at all.’
He says the system is already successful in continental
Europe and the company is now seeking more partners
throughout this country.
‘We have already begun to forge partnerships that we are
confident will see Stair Make-Over grow in stature. As interest
grows, early adopters will be rewarded heartily, becoming
known as genuine innovators and with our marketing and
sales support, we are on hand every step of the way.’
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Carpet

EDEL TELENZO CARPETS
‘We’ve earned a reputation for offering carpets which
are at the forefront of trends for colours or textures
and for being very customer focused’
programmes are definitely
Stripes and textures head the
advantages – as are the
popularity list when it comes
in-house backing and yarn
to Edel Telenzo Carpets’
extrusion facilities. Plus, over
designs. Its twist options
time we’ve earned a
attract less attention but this
reputation for offering
may be because it’s not the
carpets which are at the
company’s main area of
forefront of trends for colours
activity, according to Lesley
or textures and for being very
Inman, Edel Telenzo UK
customer focused.’
operations manager.
The UK is the company’s
The narrow-striped
largest export market with 30
Mainline carpet from the
or more ranges available in
Tube striped collection has
the UK at any one time.
been a bestseller for some
‘We have been
time, closely followed by the
rationalising the collection
revamped 50-50 wool/
recently. Some ranges were
polypropylene Greenwich
almost indistinguishable from
and Windsor.
Edel Telenzo prides itself
Kings of West Bridgford in Nottinghamshire shows off the Tube collection each other, so instead of
offering three almost the
on its creativity – even within
same, in future we’ll only be offering
the confines of being a ‘naturals’
one,’ explains Inman.
producer.
Wool products are sold under the
‘Colours and textures subtly alter year
Telenzo brand name and although
on year. Five years ago everything was
these are mainly aimed at the domestic
corn coloured; now each palette ranges
market many are also specified for
more widely from the ever popular
contract work.
creams at one end of the spectrum to
‘We don’t supply architects or interior
much darker, earthier shades of browns
designers direct – but refer any enquiries
and greys. Fawns and oatmeals are the
to our contract suppliers. It’s a matter of
current bestsellers – one at each end of
ethics to us – we don’t want our
this wide spectrum,’ says Inman.
customers even to be concerned we
The product range that spans 100%
might undercut them by selling direct.’
wool and wool mix tufted carpets along
Business is harder to come by now, but
with polypropylene and synthetics for
Inman stresses that it is there to find.
domestic and contract markets. It has
‘I don’t think anyone can predict
carpet backing and yarn extrusion plants,
what’s going to happen in the
both of which supply other carpet
marketplace over the next few months.
manufacturers bringing considerable cost
You’ve just got to stay focused and keep
and design benefits.
at it. We’re marketing our product harder
‘It’s a combination of factors which sets
than ever before.
us apart from other carpet suppliers,’ she
‘But perhaps most importantly we’re
says. ‘Being Dutch does us no harm –
concentrating on not letting the standard
Genemuiden is well recognised
of our hands-on approach to customer
worldwide as being a carpet hub of
service drop. We think our customers
expertise and experience.
recognise we’re supporting them as best
‘Offering both wool and synthetics
we can and stick with us as a result.’
ranges and cut length as well as full roll
Telenzo supports retailers with display units

www.interiorsmonthly.co.uk
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Upholstery

SOFT SUCCESS
PLAIN FACTS
Fabric upholstery continues to reclaim
market share from hide, according to
retailers, although leather remains the
market leader.
Neil Barker, Barkers Furniture director in
Sheffield says: ‘Upholstery is a very
competitive market but we are
holding our own and going into
this year very optimistic. Fabric
seems to be getting stronger
again, especially as leather isn’t
quite as cheap as it has been
with the huge shifts in currency.’
He says large florals seem to
be coming back in, especially
those that have a predominantly
plain background giving the
pattern a lot of space to breathe.
‘It seems to be a halfway house
between very heavily patterned
and completely plain. I think a lot
more fabric will shift that way in
the next 12 months.
But plains are selling the best.
‘I think this is illustrated by the fact that
G Plan, Sherbourne and Alstons have
brought out a swatch dedicated to plains
in the last year.’
Derek Caplin, director of Dee Cee
Upholstery in Southampton says his
bestselling models are three-piece suites
in plain or pastel fabrics, while Anne Ball,
director of Anne Ball Flooring and
Interiors, Welwyn Garden City,
Hertfordshire says ‘sales are still
predominantly leather but fabric is
creeping back.
‘Fabrics are either a textured fabric with
several colours in the weave (very
practical) or strong stripes on accent
pieces. There is not much in the way of
demand for large patterns or florals.’
G Plan’s Brazilia leather sofa has ‘been
a massive winner this year’, for Barker.
‘We sold a large number of them and it is
also one of the most expensive models
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Habitat

Fabric upholstery is gaining in popularity, along with floral
prints, while leather has switched to lighter shades of brown

Plains are in demand

‘If you are 70 you
go for swivel chairs
and stool’
we have on the floor. Very traditional
models seem to have really slowed
down, as to me those customers seem to
be buying G Plan which doesn’t look as
staid or the Stressless type products.’
One thing everyone is agreed on is
that brown remains the overwhelming
favourite colour for leather.

‘Brown is still the in colour but shades
have lightened, the very dark chocolates
are not nearly as popular,’ says Frank
Speed, Betley Stable Interiors director in
Betley, Cheshire.
‘All the staff are now fed-up with
brown because it has been around a few
years but it is still fresh in customers’
minds, as they buy a suite every five to
10 years,’ says Barker.
But what are they buying? Is there still
life in the traditional 3+1+1 three-piece
suite, as Caplin has found?
Speed finds there is. ‘Our
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ndependently tested by Bodycote Laboratories UK to be up to 99.99%
effective against harmful micro-organisms including MRSA, E-coli,
Salmonella and mould. Micro-Fresh® can be applied to most products and
surfaces to prevent the growth of harmful bacteria.

M

icro-Fresh® can be applied to sofas, furniture, upholstery, fabrics and
textiles, during the manufacturing process – either in the UK or
overseas. It is being consistently and successfully applied to leather,
wooden and fabric furniture in China, and is now available in the UK.

M

icro-Fresh® is non-hazardous and does not contain
any irritants or restricted substances such as DMF,
Chromium VI or Formaldehyde. It is the ideal way to keep
clients, employees and customers confident that their
furniture is hygienic and safe.

G

ive yourself a marketing edge by using Micro-Fresh
with your product range. Micro-Fresh® has been
developed by Corium Solutions, an experienced and
expanding international manufacturer of leather finishes.

Corium Solutions Ltd
T: +44 (0)116 270 1354
E: info@coriumsolutions.com
W: www.coriumsolutions.com
“Are your current anti microbial solutions providing
safety assurances to your customers?”

www.microfresh.co.uk

Join the evergrowing list of
clients who benefit
from the reassuring
presence of the MicroFresh
swing tags on their products.
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Tesco

Upholstery

Shoppers mix and match sizes and plains and patterns

bestselling suite is still a traditional model,
Chesterfield-style but high-backed in a
mid-brown leather. Combinations vary
but in this and other models we still sell a
lot of three-piece suites, also three and
two seaters or 3+2+1 configurations.’
For Ball, shoppers are more likely to
mix and match sizes, with ‘two-seater
sofas and random occasional armchairs
popular’.
Three-piece suites are the minority for
Barker. ‘We do tend to do a lot of three
and two-seaters, or two two-seaters. I
think people are more likely to buy a sofa
and an armchair than a 3+1+1 because
of the space issues in most homes today
and also because arms are bigger on
sofas than they used to be.’
In contrast to Speed, Barker says
traditional buttoned-back and fireside
type products seemed to have slowed.
‘Now if you are 70 you are still youngminded and go for swivel chairs and
stool or a semi-modern leather suite
with recliners.’
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G Plan’s Brazilia
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For a positive outlook,
ticket booking information,
and find out more, please visit...

If you are looking for an event that gives
you access to the leading suppliers in
the furniture world, we have the answer.
Whatever the economic climate, you’re
assured of a warm welcome and a very
positive outcome at the Manchester
Furniture Show.
2008 was another outstanding success
and despite tougher trading conditions,
this years show is already being talked
about as the ‘must see show’ for 2009.

The
Manchester
Furniture Show 09
Manchester Central 19-22 July
tel: +44 (0) 1923 670 997
email: enquiries@manchesterfurnitureshow.com

www.manchesterfurnitureshow.com
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Upholstery

CORIUM
‘We offer a total
supply chain of
on-site technical
help, chemicals
to specification,
testing facilities
and aftercare’
Shoppers don’t want problems with their
upholstery, especially those that make
them ill. Hundreds of consumers are
suing Argos, Land of Leather and
Walmsleys because they allege that
sofas sold by these companies caused
them to suffer allergic reactions and
rashes.
It is believed dimethyl fumerate, used
to prevent upholstery going mouldy
while being shipped, caused the
reactions.
Corium Solutions says its Microfresh
product could help. Laboratory tests have
shown that Microfresh prevents fungal
growth such as aspergillus niger, which
causes mould, along with life threatening
bacteria such as MRSA, salmonella, E-coli
and legionella.
Byron Dixon, Corium md, claims that
not properly treating upholstery before it
is shipped to the UK leads to product
being rejected.
‘When sofas and other leather items
are shipped from China to the UK,
they are often ineffectively treated or
not at all. This makes the products
prone to mould on the journey to
the UK and as much as 10% of the
items are scrapped on their arrival,’
he says.
Having a factory in Dongguan City,
China allows it to work closely with
upholstery manufacturers.
‘We offer a total supply chain of on-site
technical help, chemicals to specification,
testing facilities and aftercare,’ says Dixon.
‘This guarantees the leather will be to
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Microfresh can be applied during manufacture

Children are susceptible to infection

recommended specifications. The colour,
feel and handle all contribute to a total
leather quality system that enhances to
reputation of our clients.’
After several years in the leather

finishing industry, Dixon set up Corium
in 2001.
In addition to the Chinese factory it
has a 21,500sqft laboratory and facilities
in Leicester.
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NEW
DECORS!

Rustic style,
modern look

Coming
soon

Pergo offers one of the market’s widest selections of
laminate ﬂooring. And it’s just got even better with the
introduction of two new decors in our well-established
Country™ range. With a 4 way bevelled edge and textured
surface, both Driftwood Oak and Heritage Oak will bring
a rustic yet contemporary look to your customers’ homes.
As you’d expect from Pergo, both offer unrivalled scratch
resistance and will last for generations.
Plus, both come with a 20 year Triple Guarantee – for your
peace of mind, and your customers’.

jjj!cXeZb!Vb`
Image representative only

Assured, Norwegian

Wellbeing

With its reclining chairs and footstools, Fjords cleverly combine the science of ergonomics with the art of
design and function to ensure that its reputation for comfort lives in perfect harmony with style.
Illustrating this, the diagram here shows the skeletal spine and leg in relation to a Fjords recliner and
highlights the relevant features such as its
raised side for lumbar support, moveable headrest for neck support and a stool which ensures the lower
back is not 'strained' when reclining.
All this ensures perfect wellbeing in perfect Fjords luxury with a high quality build.
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extra support

HJELLEGJERDE UK LTD

good blood circulation

5 Heron Gate, Hankridge Way, Taunton, TA1 2LR
sales@fjordsuk.co.uk

www.fjords.no
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Software

SERVICE RULES
IT MATTERS
Software can do much more than doing your
accounts, such as improving customer service

Benicce – Fotolia.com

Moreover, management time to
‘Do you really know what’s
oversee introduction of new IT
going on in your business,’
is available when business is
asks Stephen Smith, Retail
less brisk.’
Systems md? He says using the
Most of the effort in making
latest IT systems can prevent
a sale typically goes into the
mistakes further down the
visit to the customer’s home,
ordering process. ‘This surely
measuring, planning,
must be the best customer
generating estimates and
service you can give. After all,
revising to reflect the
an IT system never sleeps – so
customer’s changing
you can.’
requirements.
All that needs to be done is
For a lean and efficient
to make the most of an IT
business these effort intensive
system that tracks all orders
tasks must be streamlined.
and, for example, will make a
Beyond the sale, unless the
fuss if the receipt of your order
writing up of fitting sheets is
is not acknowledged by your
automated there is a further
supplier. So even a fax had
drain on available effort.
gone astray, you know
He says the planning can be
something is amiss soon
automated both for carpet and
enough to do something
tile materials. Costing is also
about it, to keep your
largely automated because
customers happy.
costing rules are built into the
Such a system can also
database.
monitor the stated lead times
With the costing done the
and make a searching enquiry
printed estimate is
a couple of weeks ahead of the
automatically generated. This
stated delivery date to confirm
can be emailed to the customer
that you will be able to deliver
so it doesn’t even need to be
the right order to the right
printed. Once the customer has
customer on the right date.
accepted, the fitting sheet is
If things do go wrong, and
created automatically.
they might, at least you’re in
Throughout this process
the position to do something
about it quickly, efficiently and
Let your software text your customers about the progress of their order MasterPiece checks for
completeness and mistakes,
professionally.
further benefiting the bottom line.
customers with money to spend will
Smith says systems can even keep track
Pearson says: Customer service is
reward good service with good custom.’
of complaints. ‘With the right systems
enhanced by professionalism and the
Charles Pearson, MasterPiece System
and up to the minute information,
ready access to customer data, even
md says: ‘Lean and efficient businesses
including digital photographs, you can
from many months ago. Let software
survive tough trading conditions. For a
take ownership of a customer complaint
handle the repetitive drudge, remove
carpet retailer this means maximising
and trigger repairs or replacements – all
the burden of paper and guide everyone
the time keeping your customer informed business throughput per person
through a common procedure. Enable
of progress. Handled well, complaints can employed, with fewer mistakes. With
your lean business to thrive, not just
specialist floorcovering IT, customer
make for good future business.
to survive.’
service improves at the same time.
‘In these tough trading conditions
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ASK IF…
… YES IT IS
The number of consumers visiting the
campaign’s website has almost doubled

The British Furniture Manufacturers
Association (BFM) has hailed the
success of the latest wave of its Ask If
campaign, which began in January.
‘The significant success enjoyed in
2008 had to be built upon. The
momentum this year has just
snowballed and we are very excited
by what the future holds for the
campaign,’ says Adam Mason, BFM
commercial director.
In addition to a focus on UK
furniture’s quality and comfort, the
new advertisements feature messages
highlighting safety, safeguarding
British jobs and supporting British
manufacturers.
‘The current economic climate is a
reality and we want to let consumers
know that when they purchase British
furniture they are helping to support
a significant industry that directly
employs some 125,000 people within
7,000 companies and is supported by
a vast supply chain.
‘We are also looking to seek to
promote the fact that no UK
manufactured product has been
featured in the terrible cases of skin
burns [allegedly] received from leather
upholstery. Buying British must
provide this additional comfort
factor for a consumer and their
family,’ he says.
Launched in January 2008, the
campaign ran colour advertisements
in daily and weekend national
newspapers for the first six months of
the year, as well as featuring as
editorial in several national consumer
magazines.
www.greatbritishfurniture.co.uk,
the website supporting the campaign,
has been visited by almost 300,000
consumers – 50,000 of those in the
first 10 weeks of 2009, which is
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almost double last year’s like for
like figure.
Mason believes that the time has
never been better to promote British
manufacturers.
‘The rising costs of imported
furniture, the bad press concerning
Chinese leather sofas, the general
feeling of needing to support British
manufacturing – these are all key
factors leading to a “levelling of the
playing field” which for some years
has been a long way away. Now is
the time to promote “Britishness” as
a major unique selling point.’

‘Now is the time
to promote
“Britishness” as a
major unique
selling point’
Mason says the campaign has also
caught the attention of retailers with
many running their own advertising
or in-store campaigns using the Ask If
It Is Great British Furniture logos
alongside products from participating
manufacturers.
The campaign was also featured
appeared on the BBC’s Working
Lunch programme. ‘The programme
decided it fitted with its agenda of
highlighting proactive business ideas
in the current economic climate.
Filming took place at the Vale
Bridgecraft factory and showroom in
West Yorkshire and was followed by
some interviews with members of
the public asked if being
manufactured in Britain mattered
The advertisements promote British furniture to them – and it did.’
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BRITISH WOOL
HOME GROWN QUALITY
More than 60% of British
Wool is used in carpets

protecting the pocket and the
environment.
As a fibre with a complex cell
construction – it is covered with
microscopic scales – it is now known that
wool can be beneficial against dust
allergens. Wool carpet traps minute dust
particles within its surface level and holds
them until vacuumed and removed
completely. The circulating dust
particulate in a hard flooring area is far
greater than in a carpeted area and
subsequently poses a bigger problem.
Additionally, wool does not promote the
growth of bacteria or dust mites and as a
natural fibre does not give off harmful
emissions.
The hidden
ability of wool to
provide a safer
environment is a
valuable selling
point in carpet. Its
high nitrogen and
water content
mean that it is
highly flame
retardant and
provides low
flammability risk,
meeting many of
the safety
specifications of
the flooring
industry without
chemical
treatments.
Additionally, wool
does not melt, drip
or emit noxious
fumes, which are a
key cause of death
in many house
fires.
‘I always think
that one of the

most interesting qualities of wool is that
it breathes – think of the comfort of a
good wool suit. This natural smart
attribute allows it to absorb humidity and
release it later. This results in an improved
internal atmosphere in the home as the
wool will adjust climatically to the
conditions in the home throughout the
day and the seasons.
‘British Wool is a fibre which has
historically been chosen for carpet
because it lasted well – that hasn’t
changed but it offers so many more
excellent benefits for the green agenda
and health and safety that it is proving
itself to be the perfect fibre for the
future,’ says Booth.

Westex Carpets

‘British Wool has long been recognised as
a fibre of choice for quality carpet
manufacturers across the globe and
today as we enter an age where the
world’s environmental conscience is
growing, the real attributes of wool as a
natural fibre for flooring is attracting
increasing interest,’ says Tim Booth,
British Wool Marketing Board product
development manager.
The fact that British Wool is homegrown on British sheep breeds on farms
in the UK is increasingly an important
marketing advantage.
Key benefits of wool for the textile
industry are well known with spinners
and manufacturers appreciating that it is
a strong, durable fibre. It can withstand
rigorous processes leading up to the
tufted and woven production methods
used to create finished product and this is
why more than 60% of British Wool is
used in carpet, explains Booth.
He says the inherent strength
developed in the sheep’s fleece continues
to the floor, so wool-rich carpets resist
footfall. This is due to the natural bulk in
wool, which offers a spring-like effect
that resists constant pressure with
bounce-back.
British Wool in particular has increased
resilience and is chosen by many contract
and hospitality venues in high people
traffic locations. In the home it is
advantageous in halls, stairs and living
areas, with softer wools suited to
bedrooms and rooms with less use.
In carpet, wool offers the ability to
insulate, providing warmth and comfort,
and absorbs sound. A major benefit is
that it can reduce the problem of
travelling noise in apartment buildings
between multiple occupancy levels. Today
as energy conservation and cost
reduction prevails, wool carpet offers a
sensible way of reducing heat loss,

Wool makes dramatic floor fashion
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WILLIS & GAMBIER
DESIGN MATTERS
International influences marry with the British
history of innovation and using solid woods

‘The Willis & Gambier ethos is to take
inspiration from classic furniture and
add a contemporary twist,’ says Lucy
Watson, Willis & Gambier head of design.
‘We are not in the business of making
reproduction antiques, but we are
influenced by pieces from the past.’
For example, the new Montpellier
collection is the type of elegant design
you might expect to see in cherry, but
W&G has crafted it from mango wood to
give it a warmer, more relaxed feel with
organic curves and classic proportions.
Quality is important so W&G makes its
furniture from solid woods and other
natural materials to give it a solid, earthy
aesthetic. ‘Because these are high-end
products, we don’t skimp on extras like
drawers and pull-outs,’ says Watson.
She joined W&G last year after being a
long-time admirer of the company.
‘I’m committed to designing furniture
that offers style, practicality and longevity
in any home, from a modern city
apartment to a traditional country
residence. My team combines many years
experience within different disciplines and
share a real passion for their work.’
The department’s output has recently
been increased by the addition of two
in-house and three freelance designers.
There are some 40 designs in progress.
Under the Originals branding, it is to
launch pieces and collections that fall
outside its core market of classic solid
wood pieces. ‘This is such an exciting
opportunity for me,’ she says. ‘Originals
encompasses anything beyond the W&G
brand, from high-gloss white to unusual
woods – the design world is my oyster.
‘Britain has a proud history of
innovative concepts and rigorous
standards in furniture design, and many
of the world’s most prominent designers
have studied here. Although, of course,
most manufacturing today takes place in
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Montpellier (above) and Santiago

the Far
East, brands like
ours still produce
collections that are
intrinsically British in their look and feel.’
British homes are smaller than those in
the rest of Europe and America, she says
and W&G designs reflect this scale.

‘Our customers
also look for less
contemporary furniture than
you would see in a Scandinavian
home, for example, but much less fussy
than that the Americans favour. However,
the world is getting smaller and we are
embracing influences from other cultures.’
This international influence can be seen
in several of the new bedroom and
dining collections. The French-inspired
Toulouse Collection, in natural oak,
comprises heavier, elegant pieces. New
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New York (above) and Oak and Granite

Normandy

York, an entry-level range, is made from
birch with a mahogany finish and
features classic detailing such as tapered
legs and antiqued brass handles. The
Santiago Collection has a global feel and
subtle Hispanic influences, and is crafted
from mango wood with marble inlays.
Customers can choose a dining table
with simple, tapered legs or one with
chunky cross-braces.
Other design disciplines also provide a
rich source of inspiration. ‘Design benefits
from diverse influences,’ says Watson.
‘Obviously interior design is a central
focus – patterns from floors and
wallpapers can appear as features on
furniture. The major shows in Milan, Paris
and Cologne provide a wealth of ideas,
but we have to remain commercial and
water-down the more extreme designs
somewhat to appeal to our market.’
The mood in furniture design today is
more relaxed and eclectic than previously,
she believes, with a move away from the
rigidly modernist approach that prevailed
in the 1990s. The freedom to mix
different styles together is becoming
more accepted.
‘A discipline that is becoming more
influential is graphic design; illustrative
motifs are coming through and we are
seeing finishes that are almost floral. It’s a
look that needs to be handled carefully,’
she says.
‘Some furniture designers are taking
familiar features of classical craftsmanship,
such as a turned leg, and exaggerating
their proportions to almost cartoon-like
scale. This would be too scary for our
market unless treated very delicately.’
Watson believes that oak will continue
to be the dominant material in the UK
furniture market, falling as it does
between the much paler woods favoured
by the Scandinavians and the dark
finishes popular in America.

www.interiorsmonthly.co.uk
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PINETUM
REASON TO CELEBRATE
The Wiltshire cabinet company is
celebrating its 20th anniversary

Q2 bedroom range (above); Q2 Primo dining table (below); and Q2 home office (bottom)

Most people need little reason to throw a party, and cabinet
manufacturer Pinetum had plenty to celebrate recently with
the 20th anniversary of its foundation and of manufacturing in
the UK.
The event was marked at its Warminster, Wiltshire
showroom and factory with an open day on 2 February
attended by the Lady Mayor of Warminster, Veronica Burden,
staff, customers and local media.
‘Pinetum was created in 1989 when my brothers Richard
and Mark and I began designing and manufacturing handbuilt and finished pine bookcases from a very small unit in
Sutton Veny, just a stone’s throw from the present
manufacturing site,’ says Dean Robbins, md.
‘With Pinewood Studios in Yeovil as our very first customer,
from a very small distribution base, we can boast that we are
now truly a nationwide manufacturer, supplying retailers
throughout the UK and Republic of Ireland.’
Since its modest beginnings, Pinetum has grown rapidly to
become one of the largest manufacturers of solid wood
furniture in the UK with an impressive facility. This includes
three large industrial units covering more than 50,000sqft of
manufacturing, distribution and office space and it employs
some 120 staff.
Robbins says the firm’s ranges continue ‘to buck the trend
against what everyone is describing as a very depressed
marketplace, with our oak furniture – the ranges we are best
known for – seeing just under double-digit growth.’
He says the company is looking forward to the future and
another 20 years of manufacturing quality furniture in the UK.
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CORMAR CARPETS
A MILLION REASONS
For more than half a century, the Lancashire
company has been manufacturing in the UK

The updated British Made by Cormar logo (top); Berwick (right) and Home Counties (above)

Since tufted carpet pioneer Neville
Cormack, Cormar Carpets chairman,
helped make carpet an affordable mass
market product, Cormar Carpets has been
one of the success stories of the British
carpet industry.
The independently owned Bury
company celebrated its 50th anniversary
in 2006 and is one of the UK’s leading
manufacturers of tufted carpet.
‘We are proud to be one of the few
remaining manufacturers left in the UK
that manufactures all its products in
Britain,’ says David Cormack, marketing
director. ‘It is very important to us to be
seen to be delivering British-made, high
quality, affordable carpets.
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‘It seems it is also becoming
increasingly important to consumers and
retailers during the recession.’
To emphasise its UK credentials, the
company has created a British Made by
Cormar logo that features on all sample
books, swing tags and POS for all units
and lecterns. ‘The logo is a reassurance
to consumers and retailers that our
carpets are made in Britain,’ says
Cormack. ‘Good UK companies continue
to thrive because retailers know that
dealing with a British company has many
advantages, especially when it comes to
service issues.’
Being a UK manufacturer means the
company can take full control of the

manufacturing and distribution process,
providing retailers a good backup service,
that is vital in a competitive marketplace.
The firm prides itself on offering a 48hour service to most stockists through its
10 regional delivery bases, which helps
reduce lead times and offer a flexible and
reliable delivery service.
‘We continue to offer good quality,
fashionable carpets at affordable prices –
more than a million customers choose a
Cormar carpet every year,’ he says.
Among its latest ranges are Berwick
and Home Counties, 80% wool
collections in a choice of 40oz or 50oz
weights (£23/£25 per sqm) and the deep
pile Heavenly (£16 per sqm).
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SLEEP COUNCIL
WHERE ARE YOU?
The organisation continues to generate lots of
publicity on beds and offer support to retailers

The Sleep Council is
continuing its mission to
reinforce the link
between getting a good
night’s sleep and having
– and regularly replacing
– a good bed.
‘I think a lot of
retailers believe The
Sleep Council is no
longer around,’ says
Jessica Alexander who
has run the not-forprofit organisation since
its inception in 1995.
‘We are not currently
doing any national
Jessica Alexander says The Sleep Council’s messages get through
advertising because our
funding from the industry was cut back
National Bed Month in March and of
in 2004. But we continue with a very
National Sleep In Day in the autumn.
active press relations programme and our
‘We encourage local paper
ever-popular website. The media still
participation with feature-led press packs
consults us on many matters to do with
and we try to gain national news
sleep; and, of course, on generic
coverage in the press, on radio and TV
information about beds.’
and online with newsy, often survey led,
The Sleep Council is funded by the
topical stories. There are always angles in
National Bed Federation, the trade
these campaigns that switched on
association for UK bed manufacturers and retailers and manufacturers can turn
their suppliers. ‘We don’t have members
into promotional events for themselves,’
of The Sleep Council as we did before,’
says Alexander.
explains Alexander. ‘But any retailer who
In 2008 the organisation clocked up
is stocking at least 50% of its “floor”
631 items of coverage, including 166
models can apply to become a Sleep
radio broadcasts and three TV slots. Total
Council supporter and display a
readers/audiences reached was more
supporters’ logo in shop windows or on
than 190 million.
websites. NBF members are of course,
As well as this impressive media
also entitled to use the supporters’ logo.’
activity, The Sleep Council publishes
The Sleep Council’s main activity is its
informative leaflets: the Bed Buyers Guide
continuing relationship with the media to and the Sleep Good Feel Good Guide.
publicise its key messages of the
These are not only for the public seeking
importance of a good bed, regularly
advice but good training materials for
replaced, to getting a good night’s sleep.
retail sales staff, with an impartial, generic
Apart from maintaining a full time press
overview of what’s on the market.
office answering journalists’ queries, The
Generic posters for retailers are also
Sleep Council runs at least two proactive
produced: tips on bed buying, getting a
campaigns a year, still using the hook of
good night’s sleep; and things to know
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before you buy a bed – all useful
information which is more credible
coming from a trusted third party source.
The website is an increasingly
important tool with plenty of features,
such as the Bed MOT and the interactive
My New Bed profiler which enables a
user to get an idea of the sort of bed
they should buy after answering
questions about their height, build,
weight and personal preferences. In 2008
there were more than 160,000 visitors
and 2.2 million hits on the website.
Lately it has added some short videos
on bed buying and sleep tips; a wind
down session; and some exercises to do
in bed to help people wake up.
Sadly, says Alexander, one of the
hardest things to achieve is dialogue with
manufacturers and retailers.
‘I have seen interest in sleep issues
mushroom over the past 10 years but the
one industry which could really capitalise
on the public’s massive interest in getting
a good night’s sleep doesn’t really do so.
The debate has moved on from just lack
of sleep to sleep quality and the bed is
such a key factor in that.’
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Quality is born and bred ...that’s why over 35
manufacturers choose British Wool to produce
350 quality carpet ranges every year.
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WBH
PROUD HERITAGE
For almost six decades WBH has been
manufacturing furniture in the UK

A UK manufacturer and a UK retailer is
the perfect marriage, according to Mark
Woodberry, WBH md. WBH has been
manufacturing for almost 60 years and
during that time has done a lot of
courting with retailers. It hasn’t been
whispering sweet nothings, but rather
shouting about the benefits of UK
manufacturing.
‘We’ve fought in the past three to four
years to retain the manufacturing
capability here, it would have been easy
to become an importer,’ explains
Woodberry.
He maintains that the tide has turned
and that the future looks brighter for UK
companies. ‘Everything is cyclical, we are
starting to see the end of importing
being in vogue.’
Many retailers have warehouses full of
imported products that they need to
dispose of, so are now measuring the
true cost of UK manufactured versus
imports, not just price, says Woodberry.
WBH has improved its service and is
constantly looking at its range, restricting
where necessary. However, Woodberry
stresses that they have to be given time
to bed in because retailers get concerned
if a company discontinues ranges too
quickly or introduces too many.
‘Retailers are able to tell us what is
happening in the front line so can advise
us on altering designs,’ he says.
‘That interaction with retailers is very
important. If it is a specific range for a
retailer, they can get exactly what they
want, which they can’t get from a nonUK manufacturer.’
But WBH realises that it has to work
hard to maintain and improve its dealings
with retailers and consumers. As with all
relationships, communication is essential.
The company promotes its UK heritage
and quality through at home shows –
one is scheduled for early September
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Mark Woodberry (below) says retailers realise the benefits of UK products such as its home office range

‘We are British
and will be
here for the
long term’
when it celebrates its 60th anniversary –
and brochures. Previously it produced
individual leaflets for ranges, but it has
replaced them with a brochure covering
all its ranges, printing about 20,000 to
30,000 copies a year.
Quality is paramount for WBH and its
customers.
‘We’re never going to be the cheapest
– we won’t sacrifice on the finish or the
quality of the product. Our customers
know the product so if we started cutting

back, they would tell us very quickly.’
They also let it know when they’ve got
it right.
‘The foil finish is high end Japanese
product and because we are
manufacturing we have the best finish –
after all we invented it. At the NEC a
Danish veneer company came on the
stand and asked what veneer we used on
the Canterbury.’
WBH is proud of its achievements and
of being a British manufacturer.
‘In the past two years we’ve been
promoting the Caxton name, that we are
British and will be here for the long
term,’ says Woodberry.
And it’s paid off. Consumers are
starting to ask for Caxton by name and
the company is gaining market share
with new retailers.
‘When you get major retailers talking to
you who two years ago wouldn’t have
considered you, it’s a big achievement.’
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Names you can rely on.
All your furniture protection needs
from industry leading professionals.
Contact Paul Aiston or Neil Gent at FurnitureConnexions
to discuss how we can support your business on
08700 17 40 40 sales@staingard.co.uk
Furniture Connexions is a Marsh Ltd Company.
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ONLY THE BEST
MARK OF DISTINCTION
The Manufacturing Guild Mark denotes
excellence for furniture made in Britain

Suppose that, as a company you’ve made
the decision not to compromise on
quality, across the board. You’re
committed to design and innovation, to
the highest standards of making, to
impeccable customer service and training.
All that effort deserves recognition –
and what better recognition can there be
than to be granted a Guild Mark from the
furniture industry’s livery company, The
Worshipful Company of Furniture Makers
(WCFM). For retailers, aiming to offer
customers the best, ensuring you have
within your product portfolio some from
Guild Mark holders is an obvious
marketing plus.
This is the vision of John Douglas,
chairman of WCFM’s Manufacturing
Guild Mark Committee, which decides
who gets the awards.
Unlike the WCFM’s other Guild Mark
schemes, the Manufacturing Guild Mark
goes to the company not an individual
product. Manufacturing predominantly in
Britain is a prerequisite, but applicants are
assessed for their suitability against a
comprehensive set of criteria, covering
products, service, training and
manufacturing methods, which have just
been reviewed and extended.
‘We really are only looking for the best
of British furniture manufacturers,’ says
Douglas. ‘We currently have around 26
holders and we’re aiming for no more
than 50.’
Aware that one of the only ways
holders have of promoting their Mark is
through the use of its logo, it has been
updated. Holders are – uniquely –
allowed to use the logo, in conjunction
with the livery company’s coat of arms,
to promote their companies on
everything from labels to swing tickets,
catalogues, websites, advertisements,
order forms and even vehicles.
‘We are trying to encourage holders to
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John Douglas

shout about their Mark more loudly. We
want them to be proud of it,’ says
Douglas.
The committee has set its sights on
raising the Mark’s profile to wider
audiences. A retailer himself, as are
several other committee members,
Douglas has come up with the idea of
involving retailers more directly with the
Manufacturing Guild Mark by launching
the Retail Associates scheme, open to
customers who stock products from at
least three current holders.

‘We envisage no more
than 25 or 30 retailers
around the country, which
embrace the same philosophy of
excellence and really want to get behind
the scheme and help us raise awareness.
We hope to encourage holders and Retail
Associates to actively engage with us in
promoting their elite status.’
Retail Associates would also benefit
from being listed on the Manufacturing
Guild Mark website now being set up.
Holders are featured ion the WCFM’s
website furnituremakers.org.uk, but the
committee felt a more direct, perhaps
easier to find address would be beneficial.
‘We plan to register a number of more
accessible website addresses and then to
use one of these as our main address,
which we can then publicise,’ explains
Douglas.
The website will feature general
information about the Manufacturing
Guild Mark, what it stands for and how it
is awarded, but its main function will be
to provide links to holders’ own
websites; or to the Guild Mark page of
the livery company’s site.
‘Hopefully, we can galvanise holders
and their retail outlets to all work
together because there’s no doubt that
joint action will have the greatest
impact,’ says Douglas.

Manufacturing Guild Mark Holders
Art Forma (Furniture), Artistic Upholstery, Benchmark
Furniture, Burgess Beds, Chalon UK, Cintique, Corndell
Furniture, Ercol Furniture, Gainsborough, Gaze Burvill, James
H Sutcliffe, Luke Hughes & Co, Mark Wilkinson Furniture,
Michael Tyler Furniture, Millbrook Bedding, Multiyork
Furniture, Parker & Farr, REH Kennedy, Roger Lewis Furniture,
Somnus Beds, Stephen Hunter, Stewart Linford Chairmakers,
The Children’s Furniture Company, Royal Oak Furniture,
New look Manufacturing
Treske and Wood Brothers.
Guild Mark logo
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1
1 Roger Oates runners are natural,
quietly confident and characteristically
colourful. The signature stripes vary from
a bold to classic fine lines in a palette of
rich tones and interesting neutrals. A
selection of the designs have
coordinating patterns enabling a bold
bordered runner on the stairs and a
complementary hand seamed carpet in
halls and landings. Tel: 020 7351 2288.
2 The Pompadour range from ValeBridgecraft features sweeping lines and
distinctive arm detailing, combined with
a deep buttoned back. Fibre-filled seat
cushions and sprung backs offer support
combined with softness and comfort.
Antique finished wooden legs are
completed with stylish yet practical solid
brass castors. Standard and ladies’
options are available on all sofas and
chairs. Tel: 01422 885 000.
3 Established in the UK in 1973,
Karndean International has evolved into
one of the world’s best-known and

2
most respected flooring brands.
Dedicated to product research and
development, the company is
committed to leading the market in
imaginative, innovative and affordable
flooring products. Tel: 01386 820 200.
4 Romo’s Luccini Decorative Trimmings
is a collection of passementeries, handcrafted and available in jewel-like
colours and neutral tones that
coordinate with the new and current
fabrics. The collection has two tie backs,
a key tassel and decorative trimmings,
including sparkling beaded braids, a
looped ruche, tailored pleats and a long
furniture fringe. Tel: 01623 755 881.
5 The Heritage range from Hypnos now
has a choice of contemporary divan
fabrics, with a range of colours and
textures. Match divan and headboard
fabrics to create a stunning bedroom
centrepiece. All Heritage hand-tailored
pocket sprung beds have a 10-year Best
of British guarantee. Tel 01844 348 200.

3
4

5
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“Unfortunately
we still have to buy
from overseas”
Dave Semmens, MD Happy Home Furnishers. South Wales

“We’re Welsh through and through - our first store
opened in Port Talbot in 1979 and now we operate
right the way across South Wales.
But everything is driven by the customer, so for years
we’ve had to scour the globe to give them the highest
quality merchandise, at the keenest possible price,
with the highest levels of service.
Inevitably we’ve had to buy from overseas - if you can
call the Bristol Channel a sea.
For over 25 years our main supplier has been Caxton.
They’re English, so we’ve always been hard on them…
but they’ve never let us down.
Recently however, like everybody, we’ve been sourcing
some merchandise from China. And this has made me
appreciate what Caxton do for me - especially given
the current trading conditions.
They deliver in 4 weeks, direct to my customer if
required. No need to carry any stock, no currency
nightmares. Huge range, all covered by a 1 year
manufacturer’s guarantee. Great marketing support
programme and after sales backup. Plus the
reassurance of dealing with a UK company that’s been
around for 60 years.
In future I suspect the nearest I may get to China is
the restaurant they take me to in Weston-super-Mare”

To find out how we could help your business, call 08700 600 555 today.
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Plantation Rug Company
The timeless Pure Design Collection
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Rugs

INSTANT ATTRACTION
NOW OR NEVER
Shoppers are opting for bolder designs
– but want the product there and then

significantly mainly due to the poor
exchange rate with the euro. Customers
looking for a budget rug are now going
for Chinese-made modern acrylic rugs
which have a thicker pile and handcarved design accents for a similar price
to the Belgian rugs,’ says Dale.
Beverlee Berens, Beverlees of Bury
owner in Lancashire is even more
downbeat. ‘The bottom has fallen out of
the rug market, everyone wants them for

Photograph: HG Worth

Consumers want bright and bold rugs –
and they want them now. According to
retailers if the rug they’ve chosen is not
in stock they will look at another design
or try elsewhere.
Ben Dale, director of online retailer
Modern Carpets, has seen a sharp
increase in the popularity of bold colours,
specifically lime green and plum purple.
‘Customers are also going for more
daring designs. We do very well with

‘Shaggy is back’

the Jeff Banks and Matrix ranges from
Asiatic Carpets.’
Dale and Alan Kidman, Manor Carpets
director in Chepstow, Monmouthshire
agree that price is a key issue with
shoppers demanding better value.
‘The price that the consumer is
prepared to pay for a rug has been
on a downward trend year on year,’
says Kidman.
‘Belgian-made budget polypropylene
rugs have fallen in popularity in recent
months. Their price has increased quite
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nothing and stores like TK Maxx are
selling branded rugs for next to nothing
after mopping up on the bankrupt stocks.
It’s hardly worth competing.’
But it’s a different story for Dale: ‘While
many high street shops are going out of
business we, along with other online
retailers, are continuing to grow through
the economic slowdown. Shopping
online offers several advantages for the
customer, the main ones being that they
get a larger choice and can compare
prices much more easily.’

‘Sheepskins sell
at Christmas
then lie around
grazing for the
rest of the year’
For Kidman it is vital to keep changing
stock. ‘If you trade in a small town with
limited footfall and a new range of rugs
sells out, well, don’t, don’t, don’t repeat
the order. The next batch will stick. Buy
something different to appeal to the
people who didn’t buy the last range,’ he
says. ‘Sheepskins sell at Christmas then lie
around grazing for the rest of the year.’
‘Instant availability is very important to
us,’ says Dale. ‘If a rug is out of stock
most customers are reluctant to wait
more that three or four weeks for it. We
are operating in a buyer’s market at the
moment. If you aren’t able to supply the
goods quickly customers will go
elsewhere. We are constantly increasing
our stock-holding positions, especially on
popular ranges.’
So what is to come for the rug market?
Kidman says he is receiving more
requests for plain rugs, while Anne Ball,
director of Anne Ball Flooring and
Interiors, Wewlyn Garden City,
Hertfordshire, says rugs are selling to
shoppers with, or buying, laminate or
wood floors. ‘Shag pile is back,’ she says.
However, for Dale natural fibre rugs,
especially sisal, are on the way up. ‘I
expect them to increase in popularity
throughout the summer as they are
ideally suited to rooms in the home that
get used more over the summer months
such as conservatories.’
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Rugs

ARTE ESPINA
NEW DIMENSION
Special effects give designs for
2009 a three-dimensional look

When it comes to companies
taking a positive attitude to rug
designs that others may view as
too risky, Arte Espina is one of
the first names that spring to
mind.
Ethnic Splendour and Alphabet (right)

Movement

Since its foundation in
2000 by Theo and Margo van Dooren,
the Dutch company has become
synonymous with innovative,
contemporary designs that liven up
interiors.
Its 2009 collection is no exception with
3D designs and a variety of colours. ‘With
these designs no-one can say that rugs
are out of fashion,’ says Margo van
Dooren. ‘We also have great hopes for
our high-pile designs because the carpet
sector has been sated with popular
shaggy styles for years.’
Also released is a children’s collection
that includes animal designs with felt
appliqués and fairy and pirate styles.
‘The use of contour cutting gives the
designs in the 2009 collection plasticity
and various yarn effects and high/low
structures lend the rugs an individual 3D
look. And thanks to the acrylic Espirelle
yarn being spun at high revolution, it is
hard wearing with a soft feel while most
stains disappear with a little water.’

www.interiorsmonthly.co.uk
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Rugs

RUGS WITH FLAIR
ONE STOP SHOP
As the company celebrates its silver anniversary,
it is investing in new designs and marketing

Luxus collections’s Relax in natural

Alize collections’s Maria in cream

Rugs with Flair, formerly Flair Flooring,
celebrates this month its 25th year of
importing and distributing quality rugs
under its current management.
‘We hope to continue our success of
being the fastest growing company in
this sector over the coming years,’ says
Neel Shah, Rugs with Flair director.
To support this ambition the company
holds a diverse collection of more than
50 ranges including heavyweight tufted
wools, supersoft polyesters, cut and loop
polypropylene and heatset shaggies.
‘There’s something for everyone and
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Flair really is a one-stop-shop for rugs.’
Over the years the family run business
has won many industry awards, most
recently its Infinite Damask design was
named as Home Product of the Year at
this year’s Spring Fair Awards, which
included designer Linda Barker among
the judging panel.
The company has invested heavily in its
2009/10 collection with a brochure due
to be published this month which shows
new ranges and designs plus the existing
offering.
Among the new collections is Starlet, a

polyester shaggy range. It is made with a
mixture of thick and thin yarns to create a
luxuriously soft pile, available in a wide
selection of modern shades.
There are also additions to the Omega,
Sierra, Alpine, Vitra, Studio and Monte
Carlo ranges, plus many more.
All this will build upon the success of
last year’s bestsellers, the Infinite,
Splendour and Botanical ranges.
And, as Shah says: ‘During these
difficult times it is important to keep
investing in innovative ranges to help
keep the collections fresh.’
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Starlet collections’s Twilight in aqua and
Starlet collections’s Twilight in lavender (below)

Studio collections’s 0027 in slate
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Rugs

PLANTATION
READ ALL ABOUT IT
As well as investing in new designs,
the rug firm is spending on marketing

New Beginnings

Renaissance

With so much choice on the market,
making the process of choosing and
buying a rug as easy as possible for the
consumer is vital if you want to stay
ahead of the game, says John Clark,
Plantation Rug Company md.
To this end one of the company’s main
investments has been on its brochure to
be launched in June. The improved
design will contain the 10 ranges being
added to the collection, as well as the
existing offering. Detailed information is
provided for all designs, making it simple
for the consumer to make their selection.
Again, to make life easier for
consumers, Plantation’s website is getting
a facelift. Elements will be added to ease
navigation and provide all the
information necessary for the consumer
to buy from their local retailer.
‘Of course, it’s no good finding the
perfect rug if people don’t know where
to buy it from so there is a section on the
website which lists all of our stockists.
Consumers simply have to enter their
postcodes and their nearest retailers will
be displayed,’ says Clark.
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Plantation has also made a
major investment in
refurbishing its showroom in
Stockport. ‘Currently displaying
the new collection as well as
the bestsellers, this fantastic
facility is open to all stockists
and potential stockists who
want to see the products for
themselves.’
Clark says Plantation prides
itself on going the extra mile for
its stockists and, as a result of
improvements to its transport
system, can offer a free 48-hour delivery
service regardless of the size of the order.
‘We are proud to be the only UK rug
distributor to provide this facility and the
offer applies to deliveries to any UK
mainland destination.’
Websites and brochures are important
tools for consumers so it is vital that they
know they exist, which is something
Clark has acted on with the help of PR.
‘We have several methods to drive
footfall – we have invested in a PR
company to raise awareness of the brand

Decadence

and increase sales and initiatives have
included money-off vouchers in the
national Press, product placement in
consumer magazines and online
competitions.’ The company is also
running promotions in the regional Press
in association with stockists.
‘We are committed to helping stockists
boost sales and have invested a lot of
time and money in enhancing our
marketing support package,’ says Clark.
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Rugs new products

2
1
5 4

1 Roger Oates’ collection of soft Tapis
D’Avignon rugs is effortlessly stylish.
The heavily felted 100% Mouflon wool is
available in a wide choice of colours
ranging from neutral to vibrant tones.
The geometric modular designs in
stripes, rectangles and squares are
joined and edged with decorative
blanket stitch which can contrast or
subtly blend with the Tapis colour.
Tel: 020 7351 2288.
2 McThree’s new Ventura range is the
perfect product to attract sales through
the spring and summer months. Its

added Chenille yarn gives the product a
look and softness that makes it suitable
for all rooms. The eight colour options
will open the rugs up for use in dining
rooms or bedrooms. Email
robert.witherington@mcthree.be.
3 Crucial Trading allows consumers to
create their own rug designs from its
range of natural flooring. Pictured is a
jute perak cream rug with a cotton
chenille dun border with ivory piping.
Tel: 01675 433 022.
4 As well as its exuberant upholstery

3

collection, Bretz also offers a range of
accessories including rugs. Pictured is
the Sand Dunes. Tel: 00 49 6727 8950.
5 Furniture maker TemaHome has
introduced the limited edition Lisbon
Collection, including the Furoshiki rug
designed by Miguel Vieira Baptista. In
reference to the Japanese wrapping
technique that protects objects for
transport, the Furoshiki seems like a
folded cloth. The rug’s pattern combines
six different colours and is produced by
hand in 100% New Zealand wool.
Tel: 00 35 12 1382 6840.

www.interiorsmonthly.co.uk
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Rugs new products

6

7
6 New from Danish Carpets’ Elle brand
is the 100% wool dense pile Reflection
Rojo available in a palette of warm
shades. Tel: 00 31 5 7239 4160 or
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email info@danish-carpets.com.
7 Hanna Korvela Design has added to its
top of the range rug designs with the

wool and linen Majore, available in
seven colours reflecting the shades of
Nordic light. Tel: 00 358 1 7288 6688 or
email info@hannakorveladesign.fi.
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Business

INSIGHT WITH PASSION
DOUBLE ACT
Two leading consultancies have formed an
alliance offering marketing and business advice

Marketing consultancy Passion Brand and
Marketing and business consultancy
Insight Consulting have formed an
alliance designed to offer businesses a
complete advice package.
‘People may be aware they have
challenges but don’t have the right tools
to deal with them. Lots of companies are
facing testing times and a lot of
management teams don’t have the skills
to cope. They cannot afford to hire a
permanent expensive person. We can
offer them a 360 degree view of
their business. If we can’t help properly
we’ll tell them,’ says Richard Gomersal
Insight md.
He has previously worked for several
major retailers including Asda,
Mothercare and Co-operative and
managed businesses from family owned
to PLCs. He says by transforming the
vision of a business into value, business
leaders can be inspired to create longer
term plans while achieving short-term
objectives.
‘We worked with one client that is
doing well but was hitting a glass ceiling
in the way it operates and is structured.
The structure couldn’t cope if it had a
large growth in sales. We reorganised
how it dealt with staff and improved the
back office operations. They recognised
that they didn’t have the scope within
the management to take it to the next
level. We gave them a six month plan to
get to that next level,’ he says.
Kate Hardcastle, Passion md says:
‘There is a big fear factor around the
word consultant, I prefer partners – as
we have both been there and done it
and understand the challenges. Rather
than just advise we actually go in and get
our hands dirty – we’re never at the
office we’re always with the clients’.
She has worked for major furniture
companies, heading their marketing
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departments and
seen major sales and
brand recognition
growth. The winner
of more than 20
national marketing
awards, including UK
Young Marketer,
when she launched
Passion last year six
months of business
was pre-booked in
one day.
She cites her work
creating branding for
Reading and
Chandlers Ford
furniture and flooring
retailer Peter Green
(Interiors Monthly,
January). ‘They knew
there was an issue
but thought it was
maybe a need for a
new advertising
campaign. It was
easy for me to see it
had no positioning –
like so many businesses. They didn’t
know why they couldn’t capture the
clients as there were so many rival
retailers.
‘I asked what it is they stand for – the
advertising had four different messages,
for example. The opportunity is not just
what you are offering it. They didn’t want
to go downmarket, but wanted to sell
beautiful products so it was very much
the proposition of great products, great
service and great atmosphere.’
She says that sometimes it’s a case of
stepping back and seeing the wood for
the trees. ‘Lots of times people say a
move was an opportunity and felt right
but the costs got out of control as they
didn’t have the experience in that area.

Richard Gomersal and Kate Hardcastle

Entrepreneurial spirit leads to a wishlist of
20 to 30 things, when they should be
concentrating on two or three things.
Having people who are not emotionally
involved can be invaluable to get the list
down to the three,’ she says.
Says Gomersal: ‘We’re very respectful
of the businesses we go into – you’ve
had to have been good to get where
they are. Everyone is special and has their
own DNA. You can’t just hand out
headache pills. You need to find out what
is causing the headache. You have to
understand the DNA before you start
throwing solutions at it.’
¶
See p78 for the first of Gomersal’s business
columns.
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QUICK DELIVERY MEANS
MORE SALES
‘Yes, we all wish it was two years ago,
yes, we all want things back to how
they were. But they are not, it’s a new
world commercially and we all have to
react accordingly. Except some in the
industry won’t, they will carry on just
as before, the only difference will be
that they will moan more,’ says Simon
Bonham, Flexiload md.
‘Here at Flexiload we took the brave
decision to hold our prices, despite a
falling pound and a shrinking market.
Our philosophy is simply, it’s a time for
survival. By survive we don’t just mean
Flexiload, but our customers and our
suppliers. By keeping our prices low
we send a clear message to our
customers, we are here to support
them through these tough times. In
turn this keeps volumes up so we
keep our Asian suppliers busy and in
business.
‘So everything will be in place ready
for the upturn, which will happen
eventually.
‘In a recession it is survival of the
fittest, time to get rid of the dead
wood. Unprofessional companies that
survive in the good times will
disappear, these companies offer
nothing to the industry, they pinch
ideas, copy designs and leave chaos
at the factories. The survivors will be
the companies that have well-trained
staff, have invested in their suppliers,
have good commercial products and,
importantly, held on to previous profits
to see them through the tough times.
‘Its challenging times like this that
will sort the men out from the boys, we
have seen many of our customers
flourish over the last few months. With
clever marketing, good service and
most importantly holding stock for
immediate delivery these shops are
doing amazingly well.
‘In fact our sales are actually up on

Evesham (above) and Lyon ranges

last year, we put this down to more
retailers realising they must hold stock,
that’s what the end user wants, quick
delivery. Once the realisation hits
home, that they must hold stock, then
what’s better than a Flexiload mixed
range container of commercial
ranges?’

Contact:
Flexiload
36-38 Leicester Road
Lutterworth
Leicestershire LE17 4NG
Tel: 01455 557 222
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Show review

IFFS
DNA
The show saw a new initiative to boost
design standards and capabilities

Almost 500 companies took part in the
International Furniture Fair Singapore
last month (9-12 March).
The organiser, Singapore Furniture
Industries Council, announced a new
initiative to boost design standards and
capabilities in the country – Develop,
Nurture and Accelerate (DNA).
Andrew Ng, SFIC president says
the global reach of furniture trade fairs
make them excellent opportunities
to highlight the advantages of
companies, designers and local
industries.
‘I’m proud to note that leading
furniture manufacturers, including
ambassadors of our local furniture
industry brand, Singapore Mozaic, are
making full use of the exposure offered
to launch product collections and
creative designs. The participation of
design-led exhibitors differentiates us
from other fairs by adding greater
quality, depth and variety,’ he says.
‘IFFS has long proven to be a
successful springboard for local players
to enter the global arena. Now, we
move yet another step further. Through
the strong presence of 24 of our
Singapore Mozaic ambassadors and
other homegrown design-led
companies and talents at IFFS 2009,
Singapore furniture’s finest are fully
showcased to the world. The design
capabilities and potential in our local
industry are profiled, reaffirming
Singapore’s standing as a global design
and furniture hub.’
Singapore Mozaic ambassador Office
Planner has collaborated with
international celebrity designer, Karim
Rashid who unveiled his new furniture
collection, Pinker, at the event.
‘Today, Singapore is more than
ready to embrace innovation and
new design ideas,’ says Rashid.
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RAUCH
Time for a new bedroom display
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» Time for a new bedroom display… «

Rauch, founded in 1897, is one of the largest and most successful manufacturers of bedroom
furniture in Europe. With the benefit of extensive market research Rauch produce modern, practical,
highly commercial furniture to meet the expectations of your customers.
Regular deliveries into the U.K. direct to the retailer, and the support of our agency, Easterhill Furniture,
enable Rauch to be one of the leading suppliers of bedroom furniture in the U.K.
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U.K. Agents
Easterhill Furniture
86, High Street
Evesham, Worcs. WR 11 4 EU

Tel. 01386 41333
Fax 01386 765065
www.rauchmoebel.com
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Bedrooms

KOMFI
SMART CONTROL
Not all memory foam mattresses are the
same when it comes to tackling heat

Mattress and bed company Komfi has
launched a range of memory foam
mattresses – Sleepsmart by Komfi –
incorporating Outlast temperature control
fabric. The range includes the innovative
Sleepsmart Ultra which uses Komfi’s
zoned support system, combined with
memory foam technology.
Phillip Whittell, Komfi md says the
Sleepsmart range has been designed to
address two of the main issues facing
mattress and bed retailers.
‘First, there is often the perception that
memory foam mattresses can be too
warm, so the new Outlast technology
balances the sleeper’s temperature by
reducing overheating and therefore
perspiration. This is achieved via the
micro-encapsulated “Thermocules” that
absorb and store excess heat, releasing it
when needed, so that the sleeper enjoys
their own micro-climate – not too hot,
not too cold.
‘Secondly, thanks to our experience in
the market – particularly with memory
foam products – we have been able to
introduce this range at very competitive
prices to give the consumer unrivalled
value for money,’ he says.
There are four product options, the
Sleepsmart 500, 700, 1000 and Ultra, all
available in five sizes – single mattresses
(90cm x 190cm and 90cm x 200cm),
double (135cm x 190cm), king (150cm x
200cm) and superking (180cm x 200cm)
– and has a retail price from £235.
The Sleepsmart Ultra has a 20cm hypoallergenic, non-turn mattress with a
zipped, washable cover made from
Outlast fabric, 5cm fully-ventilated
memory foam, 5cm zoned 45kg foam
cylinders and 10cm ventilated high
quality foam base. It also features an antiroll side support system and conforms to
all UK fire regulations.
‘It is designed for ease of use and
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meets the needs of most
allergy sufferers, and
provides optimum
pressure relief and a
cool, ventilated sleeping
environment,’ says
Whittell.
All mattresses are
rolled and ready to take
away in the new easycarry canvas holdall. To
further assist retailers,
Komfi now provides a
direct home delivery
service for a £10 charge.
For peace of mind for
retailers and their
customers, the
Sleepsmart range comes
with a 10-year warranty.
‘The Sleepsmart range
is designed to offer all
the technology and
benefits associated with
memory foam mattresses
– including suitability for
allergy sufferers, easy
cleaning, and creating a
superior sleeping experience – but at a
significantly lower price point than
currently offered in the market.
‘We are extremely proud of this new
Sleepsmart collection and expect it to
quickly become one of our most popular
ranges,’ says Whittell.

Sleepsmart mattresses use Outlast fabric and are ready to take away in an easy carry holdall
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SILENTNIGHT BEDS
ZONES OF SUCCESS
Investing in scientific and technological research
has allowed new materials for improving sleep

Miracoil 3 Galaxy

Extensive research by Silentnight Beds,
including temperature monitoring, spinal
alignment and pressure mapping tests
revealed that four issues are key in
preventing a good night’s sleep: partner
disturbances, lack of space, aches and
pains and overheating.
Core to all of the company’s beds is
the Miracoil spring system which gives
sleepers no roll together, 25% more sleep
space and perfect spinal alignment.
In the Miracoil 3 range, the Miracoil is
zoned across the central third of the
mattress where up to 50% of body
weight is. This corrects spinal alignment
and provides extra support and
protection for the lower back. The range
also features body moulding memory
foam, hypoallergenic latex and mini
pocket springs.
New to the Miracoil 7 range is an extra
cushioning layer that sits on top of the
springs, providing more targeted support
for users and total body relaxation. The
cushioning is zoned, providing firmness
for the hips, softness for shoulders and
extra protection for the lower back.
Cirrus Air Flow is a new material used

Miracoil 3 Orthodawn

Miracoil 7 Spirit

by Silentnight to help combat
overheating while asleep. This new
technology allows air to pass through
fibres in the mattress, keeping the bed
cool and maintaining the sleeper’s
individual body temperature.
The Miracoil 7 range also features
comfort layers – Memory Breathe,
Innergetic latex and mini pocket springs –

each tailored to meet users sleep needs.
Memory Breathe has several additional
benefits to memory foam. It prevents the
sleeper overheating as it is aerated to
allow air to pass through it. It also allows
for easy movement as it is high density so
it won’t cocoon the user. Innergetic latex
is a hypoallergenic material offering
comfort and re-energising sleep.
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Bedrooms

SWEET DREAMS
COLOUR STORY
Introducing colour to its divans
has brought sales success

Cleopatra (left), Crown (above) and Trafalgar (below) are all proving popular

Sweet Dreams refreshed four of its five
existing bed collections this year,
replacing almost all models with new
divans, as well as introducing a sixth
collection.
While trade is not particularly buoyant
overall, some of the new models that are
selling strongly are those featuring strong
colours, rather than the more traditional
beiges and creams, on mattress covers or
bases.
In the luxury Pocket Spring collection,
traditional tufted Cleopatra is popular.
Lavish filling and a premium 2,000 spring
count are major recommendations,
though it’s the modern styling which
really turns heads, says Jackie McGarvey,
Sweet Dreams sales manager.
Latex 2000, the premier bed in the
Pocket Spring collection, also has a touch
of black in an otherwise understated
cover. Its matching base and mattress
border in contrast to the cover represent
an extra fillip to eye-catching style.
In the Sleepzone collection, Crown is
topping sales figures with its
contemporary style. A dark grey textured
base and headboard are complemented
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by the mattress
cover. Sleepzone –
Sweet Dreams’
exclusive spring
system for individual
sleeping – is
performing well.
Crown comes in
seven sizes, with
various storage
options including
both ottoman and
end-drawer.
Even non-luxury
ranges such as the
Ortho collection
features a bed with slightly stronger
styling, in Trafalgar. A distinctive square
geometric design on damask is
complemented by a 12.5 gauge framed
spring unit with generous padding within
the mattress, and microquilting to the
bed’s base. It is available in five sizes and
various storage options, including an
end-drawer.
‘Strong, contemporary styling is
currently doing the business in beds,’
says McGarvey. ‘They attract attention

and create interest on the shopfloor,
which is good news for retailers at the
moment.
‘What is especially interesting is that
the models in the strongest colours, the
ones which are selling the best –
Cleopatra and Crown – are at the top
end of our range and command quite
high prices. Set in the context of a market
that is broadly price-led at the moment,
with budget beds a big favourite, this is a
trend we will be watching closely.’
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SHOWER; BREAKFAST; CAR JOURNEY;
WORK; FURNISHING REPORT; WORK;
COFFEE; WORK; LUNCH; MORE WORK;
FURNISHING REPORT; YET MORE
WORK; CUP OF TEA; CAR JOURNEY;
DINNER; GLASS OF WINE; TELEVISION;
FURNISHING REPORT; BED

sleeping perfection

After a

great
nights sleep,

enjoy the important things in life

like
having

fun!

Enjoy life as a Kozee Sleep stockist

MAKE ROOM FOR BREAKING NEWS
EVERY WEEKDAY
www.furnishingreport.com

Kozee Sleep Beds Ltd.
Ravensthorpe Industrial Estate, Low Mill Lane,
Dewsbury,West Yorkshire,WF13 3LX
Tel: 01924 526789 Fax: 01924 526790/526791
E-mail: info@kozeesleep.co.uk

Flat Pack Home Delivery Service
At the NEC Furniture Show in January we launched a brand new Home Delivery Service.
Due to high demand for the service, we are now introducing a Flat Packed Delivery Service to
broaden the choice for our customers.
– Deliver to customer’s within 14-21 working days* (From receipt of your order) –
– Ring to make an appointment giving day and a 2 hour window –
– The delivery drivers will call on the day of the delivery and give a 1 hour notice –
– Delivery to room of the customer’s choice –
ANY 5 ITEMS DELIVERED @ £50 (TABLES + 6 CHAIRS COUNTS AS 1 ITEM.) ANY ADDITIONAL ITEMS @ £10. (DELIVERED TOGETHER)
ANY INDIVIDUAL ITEMS SEE BELOW

FLAT PACK SERVICE
Table & Chairs
Sideboard
Coffee Table
Lamp Table
Entertainment
Simultaneous additional items (above 5 items)

Price + vat
£50 FLAT PACK
£50 FLAT PACK (PRE ASSEMBLED)
£35 FLAT PACK
£35 FLAT PACK
£35 FLAT PACK
£10 FLAT PACK

*THESE OFFERS ARE SUBJECT TO STOCK AVAILIBILTY.

Please feel free to contact your agent or us for further information.

Exclusive (U.K) LTD
Thorpe Drive, Thorpe Way, Banbury, Oxon, OX16 4UZ
T: (0044) 01295 701114 F: (0044) 01295 701014 e-mail: sales@exclusiveuk.co.uk

70_IM_0409.qxt

30/3/09

12:56

Page 70

Bedrooms new products

2

1
1 Wiemann’s Almeria bedroom has been
given a new finish: high gloss olive
wood, which is full of character and
interest. It is one of five models
introduced this year. Tel: 01482 635 283.
2 The beautiful Belgravia range of
bedroom furniture epitomises all that is
best about Frank Hudson. Available in
three finishes – rich mahogany
(pictured), blonde antique and Georgian
brown – the Belgravia range, with its
soft curves, smooth lines and tactile
quality, is a timeless masterpiece. Tel:
01494 522 011.
3 Halo’s Cottage double wardrobe is a
country classic - this bedroom range is
timeless yet stylish. Constructed using
pine with a wax finish, it features
wrought iron handles. The wardrobe
also features an internal mirror and tie
wrack. Tel: 0161 923 0500.
4 CPW Furniture’s solid pine low footend bedsteads capture everything that
makes this wood perfect for the

5
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bedroom and are among the
biggest sellers in its traditional
pine bedroom range. Available
in Lincoln, Romney and Oxford
headboard guises, these low
foot-end beds give a better
feeling of space and can be
supplied unfinished, or in a
choice of wax, lacquer or five
painted finishes.
Tel 01797 225 014.
5 Carpenter, the world leader
in foam comfort, has launched
a new memory foam mattress
topper under the brand name
Sleepbetter, taking airflow
technology to the next level.
With its five zones of wave
design, this product combines
comfort with airflow to create
a perfect night’s sleep. Packed
in an easy-carry bag with a
luxury velour cover, this is the
latest in must have memory
foam comfort.
Tel: 01457 861 141.

3
4
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Best of British
…now with 15cm more at no extra cost!

Contessa

from the Sleepzone® collection
Sleep in your own space!
150cm bed for the price of 135cm until
the end of June
• Exclusive individual sleeping system
• High spring count
• Lavish filling
• Lined base

T: 01282 830033
www.sweetdreamsuk.com
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Accessories

MARGIN BOOST
DOUBLE GAIN
Accessories and soft furnishings allow extra sales
opportunities – while making stores look better

While consumers may be reluctant to buy
large ticket items such as a new living
room carpet or sofa, they still want to
make their homes attractive or give it a
new look, albeit without spending as
much money as they would have a
couple of years ago.
This is where accessories come in.
They provide an extra sales opportunity
be it art, linen, lights or soft furnishings,
with margins often higher than on larger
ticket items. They also allow retailers to
merchandise stores to a higher standard
and generate cross sales, for example a
coffee table and lamp or piece of artwork
and some soft furnishings.
On the following pages some of the
latest accessories on the market are
highlighted.

Baker’s Arrow of the Sea

Above: Dedar’s
cotton satin Dedalus
Right: Nobilis’
Meteore and Boreal
Left: Ramo lamp
from Modoloco
Design
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Advertising feature

A USTIN – A NEW SALES STREAM
WITH HEALTHY MARGINS

A growing number of furniture retailers
are realising that selling accessories
provides a valuable new sales stream
with healthy margins.
‘If you put a sculpture on a coffee
table they often sell each other and
more stores are now stocking
sculptures and other accessories,’
says Henry Katnik, Austin Sculpture
European sales director.
‘We have created larger statement
pieces for furniture stores as they have
more room than gift shops.’
Katnik says many retailers have a
separate accessories section as well
as using them to merchandise displays
as shoppers often think display
models are not for sale, even if they
have a price ticket.
Founded in 1953, Austin has
expanded its collection in recent years
beyond sculptures to include lamps,
mirrors, clocks, wall sculptures and
candlesticks.
Every year between 400 to 600
items are introduced and the UK

catalogue has about 1,000 items.
Its retail prices range from £70 to
£500, with the most popular price
being £120.
‘Sculpture has lots of perceived
value – you need two hands to pick
them up. People like a statement
piece,’ he says.
Elephant designs, along with frogs
(particularly bookends) are among the
bestsellers.
‘People like tactile things and animal
designs, contemporary pieces and
lady designs sell well. Our designs get
lots of media use, in films and TV
programmes and that can see large
increases in demand for particular
models.
‘People have become more
interested in accessories thanks to
home makeover TV programmes and
now with less house moves more
people are buying more sculptures.’
Austin has an average delivery time
of six weeks, as products are shipped
from the US. Furniture stores account

for about 60% of UK sales, gifts shops
30% and interiors designers the
balance.
For more details: Tel: 01536 260 100
Austin Scultpure, Sarrington House, Suite 4,
39 High Street, Corby Northamptonshire
NN17 1UU
Fax: 01536 260 102
Email: hkatnik@austinpro.com or visit
www.austin-allaboutyourhome.com

www.interiorsmonthly.co.uk
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Accessories

Above: Hand finished giclee print from
Minster Giftware
Right: Sahco’s Alicia cushion in Grand
Moire fabric
Luxaflex Duette blinds
Below: Jab’s Four Seasons table cloth

Below: Jagtar’s Thai silk
Eternal flame
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Soft as silk, elegant as a curtain, practical as a Venetian blind
Luxaflex® Silhouette® Shades
Gently translucent for an endless variety of moods, soft fabric vanes suspended between two sheer facings, allow as
much or as little delicately ﬁltered light as desired.

For further information contact Luxaﬂex® on 0161 442 9500 or visit the website at www.luxaﬂex.co.uk.
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Accessories

Clip on Sandy lamp from Vanlux

Above:
Austin’s
1052 wall art
Right: Amour
linen from
Zimmer &
Rhodes’
Etamine brand
Romo’s Luccini decorative trimmings

Nya Nordiska’s Easy brass and steel curtain rail
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Grandezza: luxury fabric
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NEW
2009 full catalogue
OUT NOW
Call us now on
01939 210 800
or order one online
www.marvells.com
NEW – Refurbished
showrooms now open at
the front of our cash and
carry warehouse
NEW – Website to
be revamped within
next month

Fantastic products for all
seasons and sectors, have a
look for yourself today.
The Warehouse,
Station Road, Hadnall,
Shropshire, SY4 3DD, UK
t:+44 (0)1939 210800
f:+44 (0)1939 210999
www.marvells.com
gifts@marvells.com
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Business

OPPORTUNITY TIME
WEATHER THE STORM
Is this a time of doom and gloom or a
time of opportunity? For those who have
the vision and skills to weather the storm,
they can not only survive but thrive and
build value for their business into the
future.
The temptation in these difficult times
is to become reactive, think short-term
and lose sight of what is important. The
best business leaders will keep their
heads up, look out into the months
ahead and take action early. The media,
however, is full of stories of the
unpredictability of the economy, how
quickly the markets are changing and
how we have never seen times like this
before. So how do we look ahead and
make the right judgments?
The answer, if times are uncertain, is to
keep focused on the long-term vision for
the future but take action on the basic
building blocks today. Namely, your
customers, staff, operations and finances.
Think ‘customers first’. Focus on
retaining customers. It’s easier and more
cost effective to keep a customer than to
get a new one. Incentive programmes,
loyalty schemes and communication let
customers know you value them and
keeps them coming through the door.
Look to exceed customers’ expectations
at every stage of their journey; friendly
informative interaction, efficient service,
fast delivery and flexible payment terms.
Increase your marketing. It need not
cost a fortune, but it must have impact
and get you noticed. It can be a false
economy to cut back on marketing when
competing in a shrinking market, you
need to stand out.
Ensure your staff are valued. You
always need to take your staff with you,
they are the ones who deal with your
customers, provide the service and win
the business. It’s even more important in
difficult times. An upbeat positive team
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Sparrow – Fotolia.com

How to survive and thrive in the
economic choppy waters

Focus on key areas to get through economic clouds

will mark you out against competitors; a
negative team can be fatal. Make sure all
the individuals in the team are focused
on the important things. Set them clear
objectives and targets and manage the
results. Praise those who achieve and
take action with those who don’t.
Take a long hard look at every role. Ask
‘is it adding value at this time’? If it’s not,
change it or remove it – quickly. Get
everyone focused on delivering
improvements. If you haven’t got the
right staff to make a difference then be
tough on the issue but be kind on the
individual, don’t duck it!
If necessary, seek external short-term
advice and expertise, it can help you get
to solutions faster and effectively and will
pay back quickly.
Streamline your operation. Walk
through your customer’s journey and
ask: are we doing everything as efficiently
and effectively as we can? Do our
processes and systems help us serve
customers’ needs? If not, change them,
remove the red tape and keep it simple.
Consider all the different angles. Could
you move to smaller premises, or sub-let

some of the space? Look to sell unused
assets and equipment. Review suppliers
and consider whether you can improve,
quality, service, standards or reduce costs
for all the goods and services you receive.
Proactively manage finances. Ensure
you have a realistic forecast of what you
are expecting over the next few weeks
and months. Someone must track and
understand the variances and the
implications. Keep taking actions to hit
your forecasts and keep on track. You
don’t want surprises and neither does
your bank manager.
Keep focused on the cash and look for
savings in every part of your business. Do
you turn equipment off at night? Is every
business journey necessary? Are you
taking full advantage of your tax
allowances?
There is no magic wand to get through
these times but focusing on these areas
will strengthen your chances. Leading
your business is key, focused on a vision
for the future but taking the actions
required today.
Richard Gomersal is Insight Consulting md
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Show preview

PROPOSTE
HOME OF FABRIC
Northern Italy will again be the centre of
the furnishing fabric world next month

Villa Erba on the shore of Lake Como, Italy will again play host to the
furnishing fabric extravaganza that is Proposte from 6-8 May. Last
year’s show saw visitor numbers rise 5.6% to 8,000, of which 4,946
were non-Italian.
The event is becoming even more international. Piercarlo Viganò,
Proposte president says: ‘Proposte is a vital part of the world of textiles,
a must, even though today’s markets are undergoing a shrinkage of
never before seen proportions.’
The organiser is well aware of the industry’s problems and Mauro
Cavelli, Proposte director has called for support. ‘European governance
is needed for sector projects in which the manufacturers are supported
to create industrial continuity, otherwise the small and medium
enterprises will cease to exist, especially those textile enterprises that
still guarantee the largest source of women’s employment.
‘The European Union must not only anticipate funds for reallocating
terminated employees from the textile industry, but also provide
protection for the healthy companies that have made investments over
the last two years, advancing a great legacy of industry and design.’
Villa Erba

Exhibitors
A Johann Van Den Acker, Algemene,
Aste Möbelstoff, Astra Nova, Aznar Textil.
B Baumann Dekor, B&T Textilia, Bekaert
– Depla Fabrics, Bergerot, BruvatexSagaert & Speyer, Bucol. C Canepa,
Casalegno Tendaggi, Manifattura
Castiglioni, Mario Cavelli, Tessitura Pietro
Cazzaniga. D Delius, Deltracon,
Giuseppe De Negri, De Poortere Fabrics,
Desatex/Desalux, Deslee Interior,
D'Etoffe. E Conjugi Eger, Engelbert E
Stieger, Escolys/Saint Hubert, Europ
Marchini, Evento Arredamento By
Limonta. F Concordia Fibertex,
Fidertessile, Fiorete, Manifattura Fossa,
Fratelli Bologna & Marcaccio. G Giber
Spa, Gratry Lorthiois Ile De France,
Gustavo De Negri & Zama.
H Haezebrouck, Hield, Imatex. I The Isle
Mill, Italvelluti Spa. J Jover Internacional.
L Tessitura Leutenda, Libeco-Lagae,
Limonta, Lodetex. M Magniarredo,
Mambretti Filippo, Manifattura di

Domodossola, Manifattura Lodovici & C,
Manifattura Tessile Di Nole, Manuel
Revert y Cia, Molteni Tessuti, Molteni
Vincenzo Tessitura Jacquard, Monti
Napoleone, Morton Young & Borland,
Muguet, Müller Zell, Munzert. N Nelen
& Delbeke. O Olmetto, Oltrona. P Parà,
Tessitura Pertile, Piel, Tessitura Leandro
Piovano, De Ploeg, Pozzi Arturo, Pozzi,
Prosetex Tessitura Jacquard. R Rafael
Catalá, Ratti, JA Raymakers, Redaelli
Velluti, Rigo, Rossini Della Quercia, Eredi
Lodovico Rossini. S Sati, Léo Schellens,
Schiatti Tessuti, E Schoepf, Seteria
Bianchi, Mario Sirtori, Michele Solbiati
Sasil, Spinelli Vincenzo, Swinkels/Thijs De
Beer. T Ta-Bru, Ter Molst International,
Tesseci, Texar Stoffe, Texital, Texnova,
Thistle Mills, Tissages d'Ameublement de
la Loire, Tissages De Gravigny, Tissus
d'Avesnieres, TMG, Torri Lana. V Van
Maele, Vanoutryve, Verstraete &
Verbauwede, Vidal y Sanz, Viganò. Y
Yute’s. Z Zanchi.

Registration
Visitors must pre-register for the show.
Tel: 00 39 0 2643 4054
email: info@propostefair.it.

How to get there
By air: Nearest airports: Milan Linate,
Milan Malpensa and Lugano Agno.
By train: Depart from Milan Central
Station and Garibaldi Station. There
are numerous trains that got to
Como, San Giovanni Station, with a
journey time of about 40 minutes.
Departures from Milan with Ferrovie
Nord from the station situated in
Piazza Cadorna. There are frequent
trains to Como that take about 30
minutes.
By road: About 40 minutes drive from
Milan on the A9/E35 or 15 minutes
from Lugano on the N2/E35; exit at
Como Nord and follow signs to
Cernobbio. A free bus and boat take
visitors to the show.

www.interiorsmonthly.co.uk
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Entertainment

Suduko

Crossword

Easy

Medium

Difficult

For answers turn to page 82
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ACROSS

DOWN

1 Sound of a horse
6 Practice pugilism
10 Bog
14 Home ______; Culkin movie
15 Villainous character in
Shakespeare’s “Othello”
16 From
17 Cartoon part
18 Demeanour
19 Blind part
20 Slowpoke
21 Yielded
23 Weep
25 Actor Chaney
26 Shooting marbles
29 Biting
32 Exploits
37 Source of iron
38 Western Indians
39 Beginning
40 Long distance shooting?
43 Having a handle
44 Soothe
45 Long fish
46 Actress Christine
47 “You are ___”
48 Leg joint
49 Give ___ break!
51 Compass pt
53 Aquatic rodent
58 Away
62 Money
63 Netman Nastase
64 Stomach woe
65 Draft classification
66 Hand over
67 Slow, musically
68 Faculty head
69 Iowa city
70 Cornered

1 Sleeps briefly
2 Vivacity
3 New Rochelle college
4 Metamorphic rock
5 Greeting
6 Fool
7 Duo
8 Ancient
9 Musical composition
10 Not fem
11 Wight, for one
12 Highway
13 Baby newt
22 Unfold
24 Wash
26 Sum
27 Sports area
28 From Cardiff
30 Corp honcho
31 Cordage fibre
33 Greek vowel
34 Trembling poplar
35 Snickering sound
36 Panache
38 Time during which a machine is
operating
39 Leers at
41 Chow down
42 ___ Town
47 Section of New York City
48 German astronomer
50 Writer Jong
52 Waterfall
53 Decline
54 On the main
55 Word of comparison
56 Helper
57 Golf pegs, northern English river
59 Teen spots?
60 Network of nerves
61 Stepped
62 Atlantic food fish
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Agent requires
new position
Existing customer base in Kent, Surrey,
East Sussex, South East, South West
and central London, including most
reputable retail concerns
Excellent Turnovers

LZhiZgc IZgg^idgn
8gjX^VaIgVY^c\!V]^\]anhjXXZhh[jaWjh^cZhhVcYbVg`ZiaZVYZg
^cÓddgXdkZg^c\h!^hhZZ`^c\idgZXgj^iV7jh^cZhhBVcV\Zg[dg
i]ZLZhiZgcIZgg^idgn#I]ZiZgg^idgnXdbeg^hZhd[A^cXdach]^gZ!
Cdii^c\]Vbh]^gZ!9ZgWnh]^gZ!8]Zh]^gZ!Cdgi]LVaZh!
HiV[[dgYh]^gZ! =ZgZ[dgYh]^gZ! LdgXZhiZgh]^gZ! LVgl^X`h]^gZ
VcYLZhiB^YaVcYh#6eea^XVcihh]djaYgZh^YZdci]ZiZgg^idgn#
Ndjbjhi]VkZVegdkZcigVX`gZXdgYVcYWZVWaZidbZZii]Z
X]VaaZc\Zd[cdidcanVX]^Zk^c\WjiZmXZZY^c\hVaZhiVg\Zih!
l]^aZbVcV\^c\i]ZiZgg^idgnVh^[^ilZgZndjgdlcWjh^cZhh!
bV`^c\YZX^h^dchgZaVi^c\idi]Z^YZci^ÒXVi^dcVcYYZkZadebZci
d[`ZnVXXdjcih!XjhidbZgegdÒiVW^a^in!bZgX]VcY^h^c\VcY
[jijgZegdYjXiYZkZadebZci#

Contact:

Tony Cook

I]ZhjXXZhh[jaXVcY^YViZl^aagZXZ^kZVcZmXZaaZcihVaVgnVcY
WdcjheVX`V\Z!id\Zi]Zgl^i]XVg!eg^kViZ]ZVai]XVgZVcY
XdbeVcn eZch^dc#

Tanga
Radfall Road
Whitstable
Kent CT5 3ER

EaZVhZhZcYVYZiV^aZY8KVcYXdkZg^c\aZiiZgidBgBIjgcZg!
<ZcZgVaBVcV\Zg!8gjX^VaIgVY^c\!ED7dm&%)+.7^gb^c\]Vb!
LZhiB^YaVcYh7)+&L7YZiV^a^c\XjggZcihVaVgneVX`V\Z#
DgZ"bV^a/B^X]VZa#IjgcZg@XgjX^Va"igVY^c\#Xdb#

Tel:
01227 792424
Mobile: 07860 205377
Email:
quorum@dsl.pipex.com

YOU
U CAN
N AFFORD
D IT
The
e LOW
W COSTT I.T.. solution
n iss here
Any size of store - 90 pence per day, per user*

Are you using an old fashioned or costly computer system?
...or no system at all?
We transfer your data from your old system, or help you setup from scratch
- seamlessly and for FREE

MAKE
E THE
E SWITCH
H - CUTT COSTS
Fully Integrated System

6G:67JH>C:HH
B6C6<:G

Included

Sales & Purchase Orders

Zero Setup costs

Stock Control (Unit & Bulk)

Free 30 Day Trial & Demo

Multi-Branch & Warehouse

Free Training & Tutorials

Barcoding & Container Orders

Free Data Transfer of Stock

Profit Margin Monitoring

Free Customer Migration

Financial Accounting *

Free Customised Printing

Website Integration

Free Order Tracking Website

Mail Merge with Targeting

Free Tech Support for life

Online Customer Order Tracking
Delivery Text Alerts for Customers
Custom Management Reports

Hig^XiancdgZXgj^ibZciV\ZcX^ZhdgXdchjaiVcX^Zh#

www.nicfltd.org.uk

Stand out from the crowd
and have a say in the
future of your industry
The NICF covers all types of flooring including
carpet, laminate, luxury vinyl tile, timber and sheet
vinyl fitting, and are the driving force behind raising
standards of floor covering installation.
By supporting the NICF and becoming an active
member you can have a voice in the future of your
chosen industry along with all the other benefits you
see listed below:
• Enhance your company image
• Free listing on the NICF website and broaden your
opportunities for work
• Free business support helpline with Croner Consulting
• Technical advice line
• Great discounts on FITA training courses
• Discounts on quality workwear and tools
• Keep up to date with industry news with Free subscriptions
to Stocklists and the Contract Flooring Journal
• Free newsletter

Price Tickets & Price Point
AIS Members Catalogue Upload
Postcode Lookup *
Customer Service Suite
De-Branding Module

For more information
call or email:

Delivery Scheduling

08712 20 64 64

* minimum 5 users. Financial Accounting & Postcoder are optional and incur an additional charge

info@retailsystem.com

NICF 4c St. Mary’s Place
The Lace Market
Nottingham NG1 1PH
Tel: 0115 958 3077
Fax: 0115 941 2238
Email: info@nicfltd.org.uk
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Final polish
to the growing number of
people experiencing real
financial hardship,’ says
Kerrigan.

Colourdrome

Help yourself and others: Southampton retailer Dee Cee Upholstery has
taken advantage of the opening of the city centre branch of Ikea by putting
a large sign in the window advertising the Swedish giant. It could have backfired, but according to Derek Caplin, md, it’s done the trick attracting new
customers to Dee Cee. ‘People have been coming in and saying “I’ve been
driving past for years and didn’t know you were here”,’ he says.

Crunched by the
downturn
The FTBA is seeing growing
evidence of financial hardship
caused by the recession with
an increasing number of grant
applications from furnishing
industry workers struggling to
make ends.
Its Grants and Welfare
committee meeting heard
about one 24-year-old
furniture salesman whose
commission–based earnings
have halved. He and his
partner, who have two young
children, both work for an
independent furniture retailer
and his drop in earnings had
led to him falling behind with
rent payments. The committee
awarded a grant of £500

towards clearing the arrears.
‘It was inevitable that the
FTBA would feel the
aftershocks of the downturn
and applications coming
through are beginning to
reflect just how tough it is out
there,’ says Charles Kerrigan,
FTBA chief executive.
The charity has increased its
weekly grants to £12 a week
for single people and £20 for
a couple.
’It is likely that we will see
more and more applications
from people affected by the
recession over the coming
months. It makes it all the
more imperative that those in
a position to do so support
our fundraising initiatives so
we can continue to offer help

If you want to see how colour
can create an impact, visit the
Aram Gallery, 110 Drury Lane,
London from 8 May to 27
June. The Significant Colour
exhibition features furniture,
photography, textiles, art,
jewellery, sculpture,
communication, lighting and
architectural projects.
Participants include
architects de Rijke Marsh
Morgan and Sauerbruch
Hutton, who communicate a
contemporary use of colour
on the external facades of
their buildings.
Artist Sophie
Smallhorn will
be showing wall
sculptures
exploring three
dimensional
colour theories.
Ori Gersht’s
photographs
reveal the
beauty of found
colour in our
environments
and designers El
Ultimo Grito
show their
Guau lamp –
scarlet discs of
circular light

Entertainment answers
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floating and shimmering on
the wall like a red moon.
Cristian Zuzunaga who has
recently collaborated with
both Ligne Roset and Moroso,
applies his ‘pixel’ textile
designs to a uniquely
commissioned window blind
in the gallery.

Grand gesture
Interiors Monthly has five pairs
of tickets for the Grand
Designs Live show to give
away. The event takes place at
Excel, London from 25 April to
4 May and will have some
500 exhibitors, interactive
features, celebrity experts and
free advice for consumers.
To win the tickets email:
akidd@interiorsmonthly.co.uk
by 20 April.

El Ultimo Grito’s Guau
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Bridgecraft

Interiors

Interiors Monthly

ale

Building Excellence
Vale-Bridgecraft
a brand the market
knows and trusts.

monthly
first for flooring and furniture

Best of British
Home grown success

Flooring style
Rug supplement

Great British Furniture, National Advertising, Showroom Support, Superior Design, Quality & Craftsmanship, Realistic
Delivery Periods, Reliable After Sales, High Standards Environmental Management, Supports Local Industry

See our full range at: www.valebridgecraft.co.uk Telephone: 01422 885000

Rugs with Flair
ale

Best Fabric Upholstery

April 2009

HRH The Duke of Edinburgh KG KT
PATRON
HRH The Duke of York KG KCVO
CHAIRMAN OF THE TRUSTEES
The Outward Bound Trust

Celebrating their 25th anniversary with a new portfolio
C ARPETS

FURNITURE

RUGS

BEDS

L AMINATE

UPHOLSTER Y

VINYL
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